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PREFACE 
The author has been concerned with a study of 
"The Measurement of Advertising Effectiveness" 
since 1972. . During the course of this study, 
some 11 reports have been produced. In accor- 
dance with Regulation 14.9 of CIT's Regulations 
governing the submission of material for higher 
degrees, these reports are submitted, together 
with an exposition of the material contained 
within them. 
The exposition which is presented here attempts 
to describe the contents of the reports in the 
overall context of the study of which they were 
a part. Hence, -this exposition contains: a 
description of the study; a description of the 
overall methodology employed; a summary of the 
contents of the reports; and, an appraisal of 
the study's methods and outputs. 
No precedent exists for such expositions and 
the author has chosen the form and content 
which he believes will best. allow the contents 
of the reports to be appreciated. 
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Chapter 1: INTRODUCTION 
1.1 BACKGROLND 
The author has been engaged upon a full-time study of "The Measurement 
of Advertising Effectiveness" since February 1972. The study has 
been sponsored over this period by a consortium of major advertisers, 
who were, between them, contributing in 1972 some 12% of the total 
expenditure by manufacturers on consumer display advertising. The 
study has been fully collaborative in that the sponsoring organi- 
sations have allowed their own experience, expertise and data to be 
tapped during the course of the study. Each sponsoring organisation 
nominated a representative, who became a member of a Committee of 
Sponsors. The participative nature of the"study was maintained 
throughout by. means of regular meetings between those responsible 
for the research and the Committee of Sponsors. At such meetings, 
the course, conduct and content of the research programme, together 
with its outputs, were appraised and agreed.. The main agreed pro- 
gramme of research was completed by December 1974. However, most 
of the organisations requested that they be allowed to continue to 
sponsor further collaborative research in the area of marketing com- 
munications. A continuing programme of research has been maintained 
with these organisations, and this has involved the author. 
The terms of reference contained in the research proposal to the 
sponsor organisations, were very broad. No precise methodology 
was pro * posed, and 
no promise was made as to the outcome expected. 
The proposition that was accepted was that contemporary practice and 
theory on the "Measurement of Advertising Effectiveness" would be 
evaluated. It was further implicitly accepted that as the study 
progressed and the needs for specific research were identified, so 
particular research appoaches would be discussed. 
The original study of the "Measurement of Advertising Effectiveness" 
produced a series of 11 main reports during the three-year period, as 
well as seven occasional papers. The purposes of these reports 
varied because of the evolutionary and collaborative nature of the 
study. The initial reports were surveys of current practice and 
literature reviews aimed at formulating the required plan of further 
research. Subsequent reports were transitional in that they proposed 
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the empirical work to be undertaken, and reported the results of 
early findings. Finally, the last reports presented material derived 
entirely from the empirical work undertaken during the study. Within 
the programme of reports- there were additionally some that were pro- 
duced on topics especially requested by the sponsors. These reports 
augmented those reporting the progress of the ptudy. 
Hence, a*set of reports were produced in the course of the study. 
They do not fully describe the study that was undertaken: rather, they 
are products of the study. The main purpose of this exposition 
is to describe and appraise the contents of these reports inthecon- 
text of the overall study that was conducted. 
1.2 THE AIM OF THE EXPOSITION 
The broad aim of this exposition is to explain the purpose and nature 
of each of the 11 reports, and their contribution to the outcome of 
the study. It is also necessary, therefore, to describe and appraise 
the study of which they form a part. 
The purpose of this document, therefore, is to: 
(a) briefly describe the research study that was 
undertaken 
(b) describe the methodology employed in the study 
and the role -fulfilled by the research reports 
(c) provide synopses of the reports 
(d) appraise the methodology employed in the study 
(e) summarise the overall outcome of the study and 
appraise this 
1.3 THE STRUCTURE AND ORGANISATION OF THE MATERIAL PRESENTED 
The 11 research reports are presented separately in two volumes: set I 
contains Report Nos. 1 - 5; set 2 contains Report Nos. 6 - 11. 
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The succeeding sections of this Introduction, provide summary infor- 
mation on the organisation of the study: how it was directed and 
what broad-methodology of approach was adopted. 
In Chapter 2, a full chronological description is given of the way 
in which the study was conducted. This description begins with 
the inception of the study and finishes by explaining the way in 
which the fi: ndings of the study were still being disseminated mid- 
way through 1975. This chapter is entitled "The Research Me6odology" 
since it explains the reasons behind the adoption of various courses 
of action. - It also fully explains the role of each of the reports 
in the evolution of the study. In general, each of the reports was 
discussed by a meeting of the Committee of Sponsors. A synopsis of 
each of these meetings is given in the chapter. 
Chapter 3 presents a synopsis of each of the main mports. At the 
end of the synopsis of each report a critical appraisal is presented 
giving comments on the report.. In some cases, extra material is 
presented with the synopsis; this is meant to augment the report and 
its findings. It must be stressed that the reports were not the 
only means of communicating with the sponsors. Group meetings, 
seminars, workshops and meetings with individuals, also took place. 
As is described later, the study could be cast in the role of 
Action Research, where two audiences are addressed: the sponsors 
and the teaching/academic communit . y. This Was not wholly appreciated 
during the course of the study, and some of the reports err t* owards 
the academic, while others attempt to be somewhat prescriptive for 
the sponsors, without presenting the full evidence and justification 
for the reasoning. The "Comments" on the reports are a small attempt 
at redressing the balance for the purposes of this submission. 
Chapter 4 then presents a brief summary of some of the apparent out- 
comes of the overall study. This assessment is partly quantitative, 
but mainly derived from a judgemental appraisal of the behaviour of 
the sponsoring companies in the year following the completion of the 
study. 
The overall research approach to the study is proposed to follow that 
of what has been termed "Action Research". Chapter 5 reviews the 
Action Research methodology. This is then appraised against a typology 
of research methods, to ascertain whether, as an approach, it can 
justifiably be expected to "contribute to knowledge". 
Finally, in Chapter 6-, an overall appraisal of the findings of the 
study are presented, together with some conclusions on the form of 
approach adopted and the material presented in the reports. 
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1.4 THE MANAGEMENT OF THE STUDY 
The study of the "Measurement of Advertising Effectiveness" was 
originated by the joint directors, Professors Harry Henry and Goi: don 
Wills. This stage is described in the Methodology section under 
"The Inception of the Study" (2.2). The broad terms of reference 
and the collaborative nature of the study were established by the 
directors. The principles of frequent meetings with the Committee 
of Sponsors, and the predominant use of-material drawn from within 
companies, has been insisted upon by the directors throughout. 
Hence, -at the commencement of the study, when the author began work 
on it, the broad conceptual strategy was determined. The author 
believes he has had a joint responsibility subsequently for evolving 
the tactics for turning this concept into reality. This has involved 
more than just deciding research methodologies and analyses; it has 
involved maintaining intere t and goodwill with 6 range of different 
ý 
Is 
individuals in the. dif-ferent collaborating sponsoring organisations; 
it has involved organising meetings and seminars; it has involved 
answering informal enquiries and acting as a counsellor on peripheral 
subjects. This aspect is examined to some bxtent in the chapter on 
Action Research, but in general it is difficult to commit to paper. 
The. Methodology section attempts to demonstrate the form of the re- 
lationship that was built-up between the sponsors and the researchers. 
1.5 AN OUTLINE OF THE STUDY OF "THE MEASUREMENT OF ADVERTISING EFFECTIVENESS" 
A full exposition of the steps in the development of the study is 
given in the Methodology section (Chapter 2). Appendices I and II* 
present the two documents that were prepared prior to the first 
meeting of the Committee of Sponsors. These set out the aims of 
the study and the probable subject matter for examination. 
A pamphlet produced by the study directors shortly after its commence- 
M2nt contained a summary of the objectives: 
"The objectives of this particular empirical study are two- 
fold, and correspond to the two major phases of the investi- 
gation. 
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Phase One: To idehtifY and evaluate current company 
practice in the measurement of advertising 
effectiveness. This will be attempted in a broad 
cross-section of enterprises including the sponsor 
companies. ' Industrial and consumer markets and 
service industries will be encompassed. So too will 
fast and slow moving product areas, with high and low 
value offerings. Where possible'and appropriate, 
promotional activity both above and bblow-the-line will 
be taken into account. 
Phase Two: To interpret the empirical data in terms of 
contemporary theories, drawing particularly 
on the econometric and social psychological contributions. 
The 'interpretation of company practices is intended to 
enable: 
the development of more effective 
operational procedures for companies; and 
the more fruitful development of academic 
teaching and research in the field of mar- 
keting communications. " 
Another part of this pamphlet proclaimed: 
"To succeed, this study requires the closest possible 
liaison with sponsor and other cooperating companies, 
not only in terms of empirical data and information, 
but in terms of critical advice and support.. All in- 
formation is treated in the strictest confidence and 
will appear only in the form of anonymous statistics 
in the (study's) reports and publications. " 
In practice, the two members of the research team took the following 
steps: 
1: Visited each sponsor company to learn of current 
practice and problems and study advertising 
management decisibns in situ. 
2: Reviewed the literature on advertising measure- 
ment. 
6 
3: From steps I and 2, 
sponsors, developed 
empirical research. 
and in consultation with 
a programne for further 
4: Selected a sample of products from within sponsor 
companies, 'and attempted to gather information on 
each for each of the boxes depicted in the Research 
Plan diagram, below. 
5: From the in formation collected at step 4, estab- 
lished how advertising objectives could be assessed 
for their degree of achievement. Comparative 
analyses were also conducted on the data to see 
if coherent patterns of advertising objectives 
were set in particular situations. 
The outcomes of the empirical part of the study were that: 
(a) the need for setting clear advertising objectives 
was emphasised; and 
(b) it was demonstrated that advertising objectives, 
as defined i. n the study's recommendations, were 
usually measurable. 
The overall outcome of the study was less easily ascertained. Howqver, 
it was observed that some companies had changed their advertising 
management behaviour in line with the study's findings and. even more 
professed to have changed their attitud6s towards behaving as recom- 
mended. Most of the sponsoring organisations also requested that 
they*continue to sponsor another three years research into adver- 
tising management. 
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Chapter 2: THE RESEARCH METHODOLOGY 
2.1 INTROOUCTION 
In this section, -the way in which the study has been undertaKep 
will be described. 
The most straightforward statement that can be made about the over- 
all methodology employed is that it "evolved" over time. This is 
not to say that it was completely unplanned. The initial objec- 
tives suggested the need to survey current company practice and 
this was undertaken by open-ended interviews, for example. However, 
as the-study unfolded and further, more specific objectives. were 
defined,,; 
_appropriate methodologies were employed. 
The 6t'udy was a collaborative one between, on the one hand, a 
heterogeneous group of companies and, on the other, a research 
team from a university. The interests in the study of the dif- 
ferent companies involved varied, and in some were likely to change 
over time. Hence, in order to retain the collaborative aspects of 
the qtudy, the nature of the work underta , 
ken had to be responsive 
to the'needs of the total group of companies, whenever possible, 
within the confines of the study's terms of reference and resources. 
The most important influence an the evolution of the study and the 
methodologies employed was the need for it to be interactive and 
to hei-lp-Jearning to take place within the group. 
The study can be described as employing the Action Research n-etho- 
dology. This particular approach is examined later in detail and 
subsequently this study's methodology and findings are appraised 
against the apparent criteria for Action Research. The development 
of the overall study and the main events occurring in it are charted 
in Table I at the end of this section. In the succeeding paragraphs, 
the way in which the study was conducted is outlined. 
It is important, perhaps, to emphasise that the description of the 
study is from my own perception. I have used the documents that 
record events wherever possible. I was not involved with the in- 
ception of the study and the description of this is culled from 
discussions with the directors and scrutiny of their correspondence. 
2.2 describes the chronological sequence of events of the study, which 
contributes to an understanding of the methodology that was evolved. 
Table I encapsulates the main features involved. Diagram 2 summarises 
the main features of the empirical work and the analyses undertaken. 
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TABLE I: Chronological Development o-f the Study and Major Events 
1970/71 1: Recruitment of companies to sponsor and collabo- 
rate in the study 
1972 2: Initial meeting with representatives from each 
sponsor (Committee of Sponsors); initial ob- 
jectives agreed. 
3: Reconnaissance visits to each company to estab- 
- lish: 
i: advertising practice 
iv: 
V: 
, vi: 
advertising evaluation practice 
case histories of advertising evaluation 
previous research of potential relevance 
and interest 
personal contacts 
sources of information an advertising 
and market background 
4: Literature reviews on measuring advertising 
effectiveness: 
Pre-testing advertisements (Report No. 2(i)) 
Post-display analysis of advertising 
achievements (Report No. 2(ii)) 
5: Report summarisiný the'conclusions from the 
reconnaissance visits to companies (Report No. 1) 
1973 6: Proposals for the m,, gjor emphasis of empirical 
study to be undertaken with sponsor companies 
(Report No. 3) 
7: Meeting with Committee of Sponsors to finalise 
research plan and programme of work for 1973. 
10 
0 
1973 8: Fieldwork undertaken within eacý sponsor company; 
marketing and research executives interviewed 
about setting advertising objectives. 
9: Literature review on the "processes of adV2r- 
tising" which summarised the many contributions- 
to understanding "how advertising works" 
(Report No. 4) 
10: A report o*n why advertising expenditure tests 
rarely produce conclusive results, and how to 
conduct such experiments more successfully 
(Report No. 5) 
11: Two questionnaires sent to each company: one 
to gather statistics on advertising and research 
expenditure; the other to-confirm information 
gathered through open-ended discussions earlier. 
12: A Workshop was held to promote inter-sponsor - 
discussion on current advertising research topics. 
13: A draft report on the initial findings of the 
fieldwork of 1973 (Draft Report No-6) 
14: A meeting of the Committee of Sponsors to dis- 
cuss the reports produced so far, and particularly 
Draft Report No. 6. A "workplan" for 1974 was 
presented and discussed. 
1974 15- A report an "Setting Advertising Objectives" 
based on the literature and thq findings of the 
1973 fieldwork (Report No. 6). This was a revised 
version of the draft report. 
16: A report summarising the progress of the study 
so far and future plans (Report No-7) 
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1974 17: The fourth Committee of Sponsors' meeting, 
which mainly discussed the findings of. Report 
No. 6 on Setting Advertising Objectives. 
18: Fieldwork undertaken within each sponsor com-' 
pany to follow up the research undertaken in 
1973. 
19: A report on the "Setting of Advertising Budgets". 
This attempted to cull from the literature, the 
major influences on how advertising budgets 
should be derived. Advice and some empirical 
findings (from sponsor company data) were'also 
given (Report No. 8) 
20: A report on the detailed findings of the overall 
empirical research programme (Report No. 10). 
21-: A two-day Workshop at which the Committee of 
Sponsors discussed the findings of the study. 
1975 22: A "management oriented" report summarising the 
main conclusions from the study and some of the 
recommended implications for managing adver- 
tising (Report No. 11) 
23: One day in-company presentations of the main 
findings of the study (as set out in Report 
No. 11., but using a "glossy" version). 
24: Visits to each sponsor company in connection 
with the next set of-research topics, but 
which allowed feedback and observation of some 
of the effects of the earlier research on com- 
pany behaviour and attitudes on advertising. 
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DIAGRAM 2: A Synopsis o-F the Empirical Research Procqdure 
that was used 
Reconnaissance fieldwork Literature reviews 
on advertising and on advertising 
advertising research 
II 
assessment 
RESEARCH PLAN 
Year 1 
27 products: 
Advertising objectives estab- 
lished for each product for Year 2 
coming year, influenceý on the 
objective sett 
, 
ing p rocedure 
established 
33 products: 
The achievement of advertising 
established for each product's Year 3 
objectives; influences on the 
ability to assess objectives 
established 
I- 
LI 
Statements made on the apparent A comparative analysis made on 
ability to establish the the type of objectives set in 
achievement of the various types different market circumstances 
of advertising objectives and the degree of achievement 
13 
2.2 CHRONOLOGICAL SEQUENCE OF EVENTS 
THE INCEPTION OF THE STUDY 
Professors Harry Henry and Gordon Wills have jointly diýýected the 
study. The study. was originally set up under the aegis of 
Professor Gordon Wills at the Management Centre, University of 
Bradford. Professor Wills had already directed a study oJ non- 
media promotional practices used in marketing (Christopher )- 
He was aware of the many managerial difficulties of assessing the 
effectiveness of promotional activities. Professor Harry Henry, 
a Visiting Professor at Bradford, had very many years experience 
of marketing management and of conducting, and being the user of, 
research for marketing purposes. From his experience, he had ob- 
served that a company's use of research techniques for advertising 
assessment was very. arbitrary.. He was concerned that all methods 
that had been developed for assessing advertising should be cata- 
logued together with the evidence to support the claims made for 
their use. He was primarily concerned about methods of pre- 
testing advertising. 
Professor Henry, and Professor Wills, wrote to various chief 
ýxecutives of organisations which were among the lariest advertisers 
in the UK. 1t was suggested to each person contacted that because- 
of his- commitment to spending large sums of money in advertising, 
it would be in his organisation's interest to support a major study 
of the measurement-of advertising effectiveness. It was not sug- 
gested that major revelations would ensue, but that a serious 
longer-term appraisal of what was known about the subject would be 
likely to repay the relatively small investment. It was suggested 
that a group of organisations be involved so that: 
(a) the research could encompass the experiences 
of a wide range of companies 
(b) the research project could act as a medium for - 
the cross- ferti lisation of ideas and knowledcye 
(c) the financial commitment of each organisation 
would be small 
In fact, each organisation was asked for the commitment of E500 for 
each of three successive years. The main canvassing for support 
of the project was undertaken in late 1970 and during 1971. In 
almost all cases the initial approach was made to either the chief 
executive or the marketing director of large companies. Some 40 
Christopher, M. G. 'Marketing Below the Line' George Allen & Unwin 
(1972) 
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organisations were canvassed and, only 
subject would be examined (rather than 
sponsor organisations were recruited by 
on the promise that the 
the problem solved), 18 
the end of 1971. 
The group prepared to sponsor the study were drawn from a range 
of industries. The group encompassed those manufacturing fre- 
quently-purchased grocery goods, through to those producing consumer 
durables, and also to those providing energy and services. - No 
organisation with business interests in providing media for ad- 
vertising or in providing advertising services was initially 
allowed to join the group. The study was, therefore, to be con- 
ducted in collaboration with advertisers. A description of the 
sponsoring organisations is given in MCRC Report No. l. 
THE INITIAL ORGANISATION OF THE STUOY 
It was agreed with the sponsor organisations that a committee be 
formed comprising one representative -from each sponsor. This 
committee would meet to liaise with the research team and each 
member would act as the initial point of contact between the team 
and each organisation. 
THE RESEARCH TEAM 
Late in 1971 two full-time researchers were appoihted to the study: 
a senior research fellow (myself) with an operational research back- 
ground and experience of the advertising industry and research, and 
a research fellow, with a social science background, who was con- 
ducting a qualitative study of the formation of company images. 
The study's directors felt that it was desirable to have a multi- 
disciplinary approach since the subject matter would, it was hoped, 
encompass various disciplines and not wed itself from the outset 
to a particular ideology. 
is 
THE FIRST MEETING OF THE COMMITTEE OF SPONSORS 
Early in 1972, a meeting was convened between the Committee of 
Sponsors and the study directors, together with their research 
team. Most of the members of the Committee were executives who 
had been nominated by their chief-executive or marketing director. 
However, the group comprised three marketing directors and all 
members were senior executives responsible for strategic, as well 
as tactical policy and research decisions. 
Two documents were submitted to the meeting for discussion. The 
first summarised the proposed approach to the overall study. It 
itemised: the objectives; the areas to be covered; the procedures 
to be adopted; ' the methodoloty, the dissemination of results, and, 
the biographies of the research team. Appendix I presents this 
document. It was prepared by the joint directors. Points of 
note in this document are that it was suggested that 
"the objective... is to bring together the techniques 
which are currently used... to measure the effective- 
ness of promotional expenditures, and to examine and 
codify these in detail in the light of the 'empirical 
evidence as to their validity. Evaluation, in terms 
of criteria developed from the experiences of the sponsor 
firms and o6er collaborators, lies at . the heart of the 
project" 
No further specification of "promotional expenditure" was made in 
this statement of intent; all forms, it was suggested, should be 
examined initially by the research team, who would clearly define 
them. It was suggested that information would also be canvassed 
from non-sponsors so as to broaden the coverage of experience, al- 
though non-sponsors would not "be involved in the feedback pro- 
cedures". 
It was stressed in this document that the study was essentially 
one of verifying methods rather than the research companies pro- 
viding them, where appropriate. It was clearly stated that the 
results of the study would be produced, hopefully, as a book and 
also in the form of journal articles. Stress was laid on the 
desirability for discussions to be held between the researchers 
and the sponsors on the various outcomes of the study as they 
emerged, so that the latter "should be able to draw from the findings 
... at least some conclusions of reasonably immediate practical 
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application". Finally, the assertion was made that any sponsor 
had the absolute right to ensure that nothing was. published in any 
form that they regarded as breaching their own commercial "security. 
The second document,. written by myself after discussions with 
Professor Henry andthe second research team member, outlined a 
prcfposed schema for the work to be undertaken in the first year 
of the study. This is presented as Appendix II. This document 
tried to be more specific in detailing the sort of topics the re- 
searchers would wish to discuss within sponsor companies. It was 
intended to amplify the overall research approach statement and 
indicate the degree to which the researchers were conversant with 
the probable subject matter thought by sponsors to be important to 
consider. It proposed gathering data on case histories of adver- 
tising situations which itemised "inputs" to the marketing system 
(advertising, price, etc. ) and the measures of "output" (changed 
levels in product performance). This latter aspect reflected my 
predisposition for casting problems into the framework of. a pro- 
posed "model" of the system under investigation. Essentially this 
document proposed two parallel courses of action: information 
gathering within sponsor companies, and a literature search to 
gather published, documented evidence on the use of methods to 
measure advertising effectiveness. 
At the meeting, the two documents were discussed. Their contents 
were broadly endorsed. Some doubts were expressed at the wisdom 
of tackling such a broad canvas, while some Committee members were 
particularly keen to have a particular interest area dealt with in 
detail. The meeting agreed that it was unwise to prejudice the 
research directýon too early and the research team were encouraged 
to undertake their literature review and reconnaissance fieldwork, 
and then present their*proposals for specific research. 
The research team subsequently visited each sponsor company for 
usually two consecutive days. The main information sought was: 
background company information - products, markets, 
structure 
lists of advertising campaigns used over the pre- 
vious five years, together with the related research 
undertaken 
more detailed information on two specific campaigns 
chosen by the sponsor because of the response gen- 
erated or the research methods employed 
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The researchers requested that they be able to speak to marketing 
personnel as well as research personnel. 
THE RECONNAISSANCE FIELDWORK 
All sponsor companies were contacted via their member of the Committee 
of Sponsors. A letter to each indicated the areas of interest to 
the research team. Subsequently each company was visited. The 
visit usually took the following form: 
the Committee member introduced the company and 
its basic -Features, markets and structure 
he passed the researchers to marketing colleagues 
who gave the marketing history of the company or 
the products with which. they dealt, and then 
talked through the advertising history of the 
company and/or the products 
the rese6rch team, was then introduced to-the 
company's market'research department and discussed 
their work in the*area o-F advertising 
. 
iv: the researchers then spent more time with the 
original contact person discussing the philosophy 
of the approach to the study 
In many cases', the person with whom most time was spent was the per- 
son responsible for research. In some companies, he was the person 
fulfilling roles i, iii and iv above. In all cases, both members 
of the research team tooK notes of what was related to them. 
Wherever possible documents relating to situations described were 
borrowed for further scrutiny by the researchers. Generally, dLs- 
cussions were directed to obtain the sort of information outlined 
in the schema proposed to the sponsors meeting. However, respondents 
were encouraged to talK about issues they felt were important to the 
study. A report an the activities of each company was then written. 
In one instance, a company had its various advertising agencies pre- 
Pare briefing documents on the advertising and marKet histories of 
its main brands. The research and brand managers then talKed around 
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these briefs. In another company, the personnel initially con- 
tacted had to 
* 
send the research team to its advertising agency 
as it was the repository of the records of advertising activities. 
THE REPORT ON THE INITIAL FIELDWORK 
'After the fielcWork had been completed, a meeting was held with the 
study directors at which was presented a brief summary of each com- 
pany's advertis-ing and research activities, including methods used. 
This information was presented in chart form and indicated against 
each company what examples they could furnish of the use of a par- 
ticular advertising measurement approach. It was generally agreed 
that there was a great paucity of clear-cut examples and no discer- 
nible patterns of use emerged. 
The purpose of the fieldwork report (MCRC Report No. 1) was to make 
a summary of current company practice regarding the use of adver- 
tising and advertising research methods. This information was 
presented together with an analysis of.: the company structures and 
market situation. A synopsis-of this report is presented in the 
section entitled Sýnopsds of ýReports. * 
As well as the tentative conclusions on present advertising practice, 
the report listed some "emergent areas for more detailed research". 
These were topic areas that were either 
(a) mentioned -frequently in interviews as being 
unresolved problems 
(b) those upon which the research team had hoped 
to gain in-Formation, but with no success in 
the interviews 
It was intended that these topics could help determine the priorities 
for further research. 
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THE LITERATURE REVIEWS ON THE MEASUREPENT OF ADVERTISING 
EFFECTIVENESS 
In parallel with the reconnaissance -Fieldwork, two literature reviews 
were conducted: one on pre-testing methods and one on the post- 
display analysis of 'promotional effectiveness. The purposes of the 
reviews at thiý stage were: 
to maKe summaries of the statement of the art 
on. pre-testing and post-testing advertising 
effectiveness, as defined by the literature 
to make statements on how "theory" suggested 
advertising e-Ffectiveness should be measured 
to provide both. the research team and the sponsors. 
with reference material for further use in the 
course of either the study or, in the case of 
sponsors, their management commitments 
The two reviews (MCRC. Reports Nos. 2(i) and 2(ii)) are summarised 
in. the "synopsis" section. 
It was intended 
' 
that an appraisal of both the literature and current 
practice would allow thexesearch team to formulate appropriate, 
specific further rssearch to further the aims of the study. 
A systematic search of the literature was embarked upon to generate 
material for consideration in the reviews. The compilation of 
literature relevant to the overall study area continued through the 
whole period of the project. A comprehensive card index system 
was instituted and a photocopy library built up. By the end of 
the three years of the project, some 2,000 articles had been logged 
and a bibliography prepared. 
A CHANGE OF LOCATION 
At this point in the study the research team's base was transferred 
from Bradford University to Cranfield School of Management. All 
the sponsors readily agreed to the transfer of their sponsorship 
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funds to the new institution. The physical removal problems caused 
some delay to the project, but no change of direction, since the 
same degree of autonomy was afforded the project-and the researchers 
as had existed previously. 
THE RESEARCH PLAN 
The next document that was produced and circulated to the Committee 
of Sponsors was the proposed. plan of the research to be undertaken 
during the rest of the study. 
This was a statement of what t he research team, with the directors' 
approval, felt was a feasible and potentially most worthwhile task 
to which to address themselves. . 
The full reasoning behind the 
formulation of the central focus for attention is given in MCRC 
Report No. 3. The main influences are summarised below. 
It seemed clear by now that much of the debate both in companies 
and in-the literature concerning decisions on whether advertising 
could or could not be judged at "effective", were unresolvable in 
specific cases,. unless the precise purposes of the advertising were 
known and clearly stated. The research team were fully convinced 
that without objectives and benchmarks no measurement of advertising 
achievement could be possible. This topic had been mentioned as an 
"area needing further study" in Report No. 1, and the need for ob- 
jectives much more fully errphasised in the review on the post-display 
-analysis of promotional effectiveness, Report No. 2(ii). 
The research plan also acknowledged the need to appreciate the full 
marketing conditions in which any advertising is undertaken. Through 
the initial fieldwork, the point that advertising and promotion are 
very much part of the overall marketing approach to managing pro- 
ducts, or services, had been reinforced. Advertising was rarely 
managed as a completely isolated activity,. and therefore the research 
plan must acknowledge this if it was to produce actionable findings, 
it was argued. The research team also felt that they had a unique 
opportunity in being able to access a range of companies and'their 
records and executives and time. It was felt the research plan 
should capitalise upon this opportunity. Hence, the simple com- 
pilation, or cataloguing, of research techniques would not fulfil 
the obligation to examine the problem as fully as the opportunity 
would allow. 
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The research plan that was proposed centred round the assumption 
that advertising objectives were the fulcrum upon which rested the 
ability to measure any achievement. The research team, therefore, 
proposed that it was necessary to establish how and why advertising 
objectives were set, for a range of products and services, in a 
variety of marketing situations. The next step in the research de- 
sign was thbn to follow up how the objectives related to the methods 
that could be used to establish the achievement of the advertising 
plans. 
An important qualification to the total aim of the study was made 
at this juncture., It was proposed that in future the project should 
concentrate its efforts on the study of media advertising only. it 
was suggested that other forms of promotional activity for marketing 
purposes were too ill-defined to be included in any more detailed 
analysis. Basically, the research team found in their reconnaissance 
visits that records and documents relating to "below-the-line" acti- 
vities were not readily and systematically available in moýt companies, 
and therefore could not be rigorously investigated. 
As part of the continuing process of bringing both the research team 
and the group of sponsors up to date on the literature, it was also 
proposed that a review be produced on "How Advertising Works". Page 9 
of Report No. 3 summarises the key elements of the proposed research 
strategy.. The document then continiled to explain how what had been 
identified earlier as important issues, were incorporated into the 
basic research design. It was also shown how many of the specific 
"topics for further research", identified in Report No. 1, would be 
accommodated in the continuing programme of research. 
The research plan also included the intended programme of reports 
that would be issued during the next 12 months of the study. Finally, 
it was proposed in the document that a workshop be held towards the 
end of the next 12 month period, to enable "sponsors and other closely 
interested organisations to meet for an in-camera exchange of vi6js 
on any major problems they face, and how they are currently tackling 
them". This was at the instigation of the project director, Professor 
Gordon Wills, who believed'this was a necessary feature of the total 
group-interaction process. 
THE SECOND MEETING OF THE COMMITTEE OF SPONSORS 
At the next meeting of the Committee of Sponsors, the first three 
reports the study had prepared, and the research plan, were discussed. 
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The main points emerging from the discussions on these documents 
are summarised at the end of Report No. 3. One point of interest 
is that it was felt that the report on company practice had been 
too careful to maintain conTidentiality. The main comment on the 
literature reviews was that, in future, the researchers should be 
more prescriptive. The suggestion was that the business executive 
does not have the time to read discursive papers: he needs others 
to point to the conclusions of such work and to the implications for 
the way he must make decisions. 
The suggested research plan was discussed in relation to Diagram 1, 
which embodies the key features. It was wholeheartedly endorsed 
together with the proposed programme of reports. To the list of 
reports, however, it was requested that a study of methods of setting 
budgets for advertising be undertaken. This was duly added to the 
programme of work. 
THE SECOND FIELDWORK PHASE 
From the information gathered during the reconnaissance visits to 
each company, the research team selected a set-of products upon which 
the rest of the empirical research would be bas. ed. The intention 
was to gather information on each "box" depicted in Diagram 1, for 
each product chosen. In the next-fieldworK phase, the emphasis 
would be on understanding the influences an the setting of objectives 
for advertising (the left-hand side of Diagram 1). Subsequently, 
information would be gathered on the evaluation side. 
The rationale underlying the selection of the sample of products to 
examine in depth is given in Report No. 6, pages 39-40. Three key 
features determined the selection: 
the market situation for the product had to b, e 
reasonably well understood by the researchers so 
that a sub-sample of products from similar market 
situations could be selected 
there had to be substantial documentation related 
to the product, or product category. This con- 
dition was initially required so that documentary 
evidence could be used to verify management state- 
ments. However, as the study progressed, this 
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condition became. more valuable since t he turnover 
of management meant that in some cases documents 
provided the only consistent source of information 
there h'ad to have been a history of research 
studies related to the product and particularly 
for its advertising decisions 
The liaison person in each sponsor company was requested to set up 
a series of meetings with the research and marketing person. nel res- 
ponsible for the chosen products. In most cases, the liai ' son per-. son was also a member of the Committee of Sponsors. However, re- 
quests came from many of these for some sort of supportive_ document, 
or information, to enable them to brief their colleagues. - Where 
the persons to be visited in each company were identified in advance, 
the research team sent a two-page synopsis of the purpose of the 
study and the topics they would like to discuss. This document 
became the basis for all future- discussions, and is itemised in 
Appendix III. 
It is important to stress that all interviews were conducted in- 
formally, with respondents being allowed to discuss issues they felt 
were important to the general area under discussion. The inter- 
viewers attpmpted to steer the conversation round to the topic 
headings on their listj however, in some instances, information 
was not gained on all the topics'an the list. 
For each product investigated, the researchers tried to ensure that 
they spoke to at least the marketing manager responsible for the 
product and another person, usually the research manager. 
Both researchers took notes at the interviews, which were later 
transcribed into separate reports by each researcher and filed to- 
gether. In some cases, the understanding on some points differed; 
where the point was important and of a factual nature, a telephone 
call to the company concerned was used to confirm one view or the 
other. 
Subsequent to the field interviews, two short questionnaires were 
sent to the respondents who had been interviewed. The first 
questionnaire requested statistics of each company relating to its 
overall expenditure on advertising and market research. This was 
to provide the sponsor group with aggregate information on the 
average level of resources devoted to such activities within the 
group. Such information had been requested at the previous sponsors' 
meeting. The second questionnaire was mainly to confirm information 
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collected during the interviews. It chiefly sought respondents' 
views on "how advertising worKed"in their marKet, and also asKed 
them to verify the researchers' interpretation of the adverti 
, 
sing 
objectives that had been specified during the interview. 'These 
two questionnaires are itemised in Appendix IV. 
THE LITERATURE REVIEW ON THE PROCESSES OF ADVERTISING 
During this phase of the study, an extensive report was issued which 
reviewed`. ýthe literature on the processes of advertising. "Processes 
of advertý, 5ing" was taken to include theories of how advertising 
worked, 'together with details of studies on particular influences 
thoughtýto have a bearing on the "effectiveness" of advertising: 
for example, source credibility, and the influence of the medium. 
This report was intended to summarise the main theoretical pro- 
positions advanced over the previous 10 years, t6gether with evidence 
from the more accredited empirical studies. As with previous re- 
views, it was hoped that everyone in the group both sponsors and 
researchers - would find. this report a useful reference document. 
The report's. main findings are g-iven in the section 115ynopses of 
Reports". 
THE REPORT ON MEDIA EXPENDITURE TESTS 
In the report (No-1) on the first reconnaissance survey, it had 
been remarked that many companies were in the habit of undertaking 
what they called advertising expenditure tests. However, very 
few conclusive results seemed to be traceable by the research team 
either in documentary form,, or by verbal conviction of the managers 
concerned. This seemed to the research team a lamentable waste of 
resources. 
Mainly because one member of the research team (myself) had an 
interest in this sort of subject, and believed he had a skill and 
experience to offer the group, a report on the topic was insinuated 
into the list of work to be undertaken. Subsequently, the Committee 
of Sponsors seemed to accept that it was a subject of concern, and 
one which they had requested. A report an the topic was duly pro- 
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duced. It aimed at providing practical advice as well as examining 
the topic in the context of the overall study of the measurement of 
advertising effectiveness. 
The main conclusions of this. report (No. 5) are itemised and augmented 
in the section "Synopses of Reports". 
A WORKSHOP ON ADVERTISING-RELATED TOPICS 
A two-day "WorKshop" was held, attended by about half the Committee 
of Sponsors. . 
Several outside speaKers were invited to participate 
and to present papers. Papers were also given by members of the 
sponsors' Committee. The research team presented one paper, which 
was literature-based, and tried to summarise the "state-of-the-art" 
on advertising measurement. 
The topics discussed at the Workshop were loosely chosen, by myself, 
to represent those believed to be of current and/or topical interest 
to advertising management and research. The event was. intended to 
be peripheral to the main line study, although some of those atten- 
ding did not seem to appreciate this immediately. 
THE DRAFT REPORT ON THE SECOND FIELDWORK PHASE 
An initial progress report was prepared for a forthcoming sponsors' 
meeting. The report basically described how the information that 
had been collecýed was going to be analysed: it suggested a frame- 
worK for analysis, but no actual analyses. At this point in time 
the research team had not commenced any analysis, mainly because 
their questionnaýres had been slow in being returned. Essentially 
the report proposed examining objectives for advertising and the 
supporting information by 
(a) grouping like objectives together and looking 
for common causes; and 
(b) examining similar marketing situations 
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A comparative approach was being suggested,. the putcome of which 
was speculative. 
THE THIRD COMMITTEE OF SPONSORS' MEETING 
The next Committee of Sponsors' meeting reviewed the reports that 
had been issued since the last meeting. The reports an "Adver- 
tising Processes" and "Expenditure Tests" were well received. 
The draft report on the second stage of the fieldwork was not well 
accepted. Its apparent vagueness and lack'of specific detail, or 
"results", gave rise to many questions on how the information that 
had been collected was to be handled. The Committee did not see 
that any definite result was likely to emerge. The research team 
were not able to forthrightly accommodate this criticism since 
the report presented a conceptual framework for analysis, which 
guaranteed no precise results. It was agreed that the objectives 
of this stage of the study should be more clearly defined for the 
next meeting. 
THE REPORT ON "SETTING ADVERTISING OBJECTIVES" (Report No. 6) 
As a result of the sponsors' meeting, the research team clarified 
the objectives of their current work. This was centred round 
establishing how advertising objectives were set and used in prac- 
tice. The next report contained a section which recapped the 
reasons for the approach which had , 
been adopted to the collection 
and analysis of information-relating to advertising objectives. 
This report also included a literature review on "Setting Adver- 
tising Objectives", since the research team had found that little 
seemed to have been written on this essential topic. 
The final part of the report contained an analysis of the infor- 
mation collected during the second fieldwork phase, on objectives 
for advertising. This part of the report necessarily commenced 
with a-definition of what was considered to be an advertising ob- 
jective as opposed to a marketing objective, since, on the analysis 
of the data, it was apparent that this important distinction was 
not being made by most practising managers. 
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A REVIEW OF THE STUDY'S PROGRESS AND FUTURE PLANS (Report No. 7) 
The joint directors prepared a short report to summarise the progress 
of the study so far. The report also included details of other 
research being undertaken at Cranfield in the communications area. 
This indicated the range of activities and emerging areas of exper- 
tise. The report then mapped out an outline plan for the future 
development of the communications research that could be conducted 
after the completion of the current major study. 
The document was intendad to be for discussion and also to alert 
sponsors to the fact that the study had just entered its third and 
final year, and would be seeking refunding. 
THE FOURTH COMMITTEE OF SPONSORS MEETING 
This meeting mainly discussed the findings of the report on 
"Setting Advertising Objectives". In many ways it was the meeting 
at-which most debate occurred. The main. point. at issue was that 
'df the definition of an operational advertising objective as being 
"that which advertising alone can achieve, if necessary". 
This statement provided a useful means of separating the many 
"advertising" objectives that the researchers had gathered, re- 
lated to various products, into categories: a, dvertising specific, 
and others, which were deemed "marketing" objectives. However, 
the definition was intended, by me, to be polemical. , 
Those members of the Committee who appreciated that the difference 
being claimed between the types of objectives was not necessarily 
just a semantic one, were concerned that, in practice, advertising 
was rarely able "to act on its own". They accepted that adver- 
tising on its own could create, for example, "awareness", but they 
stated that in practice awareness was normally aided by other factors 
like pack display, or the act of purchasing the advertised product. 
Hence, they asserted, the contribution of advertising "working on 
its own" would be difficult to isolate in practice. The researchers 
conceded that this might well be the case, but felt that the dis- 
tinction they had drawn was an, important conceptual one. It was 
agreed that the research team should appraise their definition of 
an advertising objective in the light of the debate that had occurred. 
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Another brief document was tabled at this meeting, at the insti- 
gation of Professor Wills, which set out the timetable -for the 
reports that were to be produced during the rest of the study. 
The contents and the proposed timings were applauded by the sponsors. 
An interesting innovation had been introduced at this meeting in 
that the research team made a presentation of Report No-6, rather 
than assuming everyone had read it. The main reasons for 'this 
innovation were that the report contained much information on the 
philosophy of approach to the study and also a wealth of initial 
detailed findings. 
THE THIRD FIELMORK PHASE 
The research next embarked upon another round of interviews within 
sponsor companies. Wherever possible the researchers tried to talk 
to those who had been consulted during the previous fieldwork phase. 
Inevitably this proved difficult in at least one-third of the sponsor 
companies because of staff turnover. A year had intervened since 
the last fieldwork and so questions could be asked about how adver- 
tising plans. (and objectives) had been'implemented, and with what 
success. 
In most circumstances, the researchers contacted the liaison person 
in each company, requesting that interviews be arranged with the 
marketing and research persons associated with the products, for 
which the researchers had established advertising objectives during 
the previous phase. Interviews were again loosely structured. 
The main information the researchers*sought was that related to 
the evaluation of the advertising objectives-. Hence respondents 
were asked: 
(a) how they had implemented their previous adver- 
tising plans 
(b) how successful they felt their advertising to 
have been 
(c) how they assessed the success of their advertising 
(d) what factors in the market place had changed 
since the last interview 
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(e) what market research had been conducted on the 
product during the past 12 months,. which might 
enable'some assessment to be made about the 
success of the advertising and/or marketing 
activities 
The respondents were also-reminded of the specific advertising ob- 
jectives which-they had previously confirmed were those for the pro- 
duct. they were then questioned on the assessment of the achieve- 
ment of these particular objectives, if they had not already speci- 
fically done so. 
ADDITIONAL SPONSORS 
During the course of the study, three more companies had joined the 
group of sponsors- two after the second fieldworK phase had been 
completed. They were visited separately, and products were chosen 
from within their range which most suited the sample already being 
used from within other sponsors. Advertising objectives were' 
ascertained for these products via the same procedures as were used 
in the other companies. However, they were established retro- 
spectively. Information was then gained on how these objectives 
could now be examined for their degree of achievement. -Hence, the 
final sample consisted of 33 product "case histories". 
A REPORT ON "SETTING ADVERTISING-BUDGETS" (Report No. 8) 
As had been promised to the sponsors, a major report was produced 
on the setting of budgets for advertising (and promotional) pur- 
poses. The members of the sponsors' Committee who had proposed 
the need for this report were suspected, by me at least, of wanting 
a normative method to be derived. The report that was produced 
was largely literature-based, but did include some analyses of data 
on advertising levels derived from sponsors. These analyses were 
primarily to confirm the findings of previous studies by others. 
The purpose of the report was mainly to provide a reference document 
and source booK on the topic. 
The report is summarised in the section on "Synopses of Reports". 
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REPORT NO. 9 
This report is to be an appraisal of pre-testing methods. It iE 
being prepared by the other member of the original research team. 
A REPORT ON THE EVALUATION OF ADVERTISING OBJECTIVES. (Report No. 10) 
A major report was produced which presented, among iother things, 
the results of the final phase of fieldworK. - the examination of 
methods of appraising the achievement of the advertising objectives. 
for the sample of products tracked over the two year period. 
This report brought together the work done on establishing adver- 
tising objectives, and that on measuring the degree to which they 
were achieved. A summary of the findings of this report is given 
in the section "Synopses of Reports". 
THE FIFTH SPONSbRS' MEETING 
A two-day meeting/worKshop was convened mainly to discuss-the over- 
all findings of the study. A major presentation of results was 
made by the research team. However, a programme was arranged which 
also consisted of two case studies on the need-to set advertising 
objectives. Those attending the event were split into syndicates 
to discuss the cases: this part of the meeting was run very much 
like a course. Most sponsor companies were represented at this 
meeting. 
The conclusions expressed by the Committee on the 10th report were 
that they were impressed by the quality o-F the worK conducted, and 
by the apparent outcome. However, the acceptance o-F the report 
was probably best described as cautious. 
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THE CONTINUATION OF THE RESEARCH PROGRAMME 
Subsequent to the above meeting, a further meeting of the Committee 
of Sponsors was held about one month later. This meeting was to 
discuss potential topics for further research, given that the main 
subject begun three years earlier was virtually completed. At 
this point in time, only four of the companies that had supported 
the study thus far, had indicated that they would definitely not be 
continuing for a further three years. At ' 
least one new orgpnisation 
wished to join the group, and was prbsent at the meeting. 
Although this meeting technically did not relate to the main study 
just completed, it illustrates the continuing relationship that has 
been maintained with most of the original sponsor companies.. The 
establishment of a further programme of research has allowed the 
research team to maintain contact with the companies upon which the 
research was conducted. Hence, the researchers have been able to 
gather "feedback" on the impact of the study performed. 
There has been considerable overlap between the completion of the 
first project and the commencement of the ne w ones. It has spanned 
at least one year. 
THE FINACREPORT ON THE ADVERTISING EFFECTIVENESS STUDY (Report No. 11) 
'The joint director of the project, Professor Wills, had committed to 
the-pFogramme of reports to be issued one entitled: "How we believe 
sponsor companies can usefully'improýve their advertising effectiveness 
as a result of the'study we have conducted". This was to be the 
final report on the 'project. Its purpose was to present what were 
felt to be the important'conclusions from the study, but these were* 
to be presented in an easily assimilated form. 
The research team were by now well aware that their reports were 
read only selectively within sponsor companies. It was suspected 
that the reports were not read at all in some companies, and that 
this was probably due to (a) a lack of time on the executive's part, ond (b) the unattractive form of the reports. 
: Et Was delcided. by the research team, that this final report should attempt to summarise each of the major findings onto one separate page. A list Of topics was compiled from (a) the summaries of each of the 
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reports produced, and (b) subjective conclusions and observations 
about advertising practice derived by the research team from the 
fieldworK. It was als 'o 
decided to try to illustrate each of the 
main points of issue by thumbnail case studies. I read through 
the interviews that had been undertaKen during the past three years, 
and abstracted suitable examples. 
This report is outlined in the section "Synopses of Reports". 
THE SIXTH COMMITTEE OF SPONSORS' ýEETING 
By now the research team had embarKed on its next phase and a sponsors' 
meeting was held to discuss the specific topics for the continued col- 
laborative research. The agenda did allow discussion on Report No. 11 
and it was apparent that it had been extremely well received. One of 
the main virtues seemd to be that it was a document that "I can show/ 
give to my colleagues". This comment tended to come from the Committee 
members who were responsible for marKet research in their organisation. 
One member o-F. the-COMMitt2e proposed that the identity of the products 
featured in tffe 
* 
thumbnail case studies be revealed to the group. The 
research'team agreed to circularise all sponsors identifying where 
their products had been cited in Reports Nos. 10 and 11. Each sponsor 
was asked if he would like this : example revealed to the rest of the 
sponsors. The research team stressed that it had never been their 
intention to have to reveal examples that had been anonymously cited. 
M9st companies subsequently replied that although the examples re- 
vealed no competitive secrets, they felt that on principle examples 
should not be revealed. Hence, examples used in the reports have 
never been identified to anyone. 
At this meeting, the research team proposed conducting research into 
three specific areas. The proposals were general in nature and only 
broadly indicated the sort of methods that would be employed, and the 
general form of results that might ensue. These proposals were en- 
dorsed. This was in contrast to the meeting of a little more then a 
year previous, when the draft of Report No. 6 was discussed. The re- 
search team seemed given much more credance now, and this was 
probably due in no small way to the acceptability of Report No. 11. 
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IN-COMl: lANY SEMINARS 
During the next nine months, the research team, together with the 
research director, Professor Wills, were invited to give a series 
of one-day presentations to some of the sponsor companies. The 
presentations were centred around the mctterial contained in 
Report No-11, the management oriented summary of the research that 
had been conducted. The presentations were usually given to a 
group-of about 10 people from the marketing department of the sponsor 
company, and usually comprised the marketing director downwards. 
An agenda was usually agreed with the Committee of Sponsors' rep- 
resentative in the company, but the day's proceedings were encouraged 
to include debate on any of the issues raised.. 
In- three cases, the sponsor company brought together personnel from 
se'veral of its divisions* to be present at the presentation/seminar. 
In these cases, it was the first exposure to the study for most 
people present. 
These one-day meetings enabled the research team to gather in-Formal 
feedback an the acceptability of some of their conclusions and ob- 
servations. It also allowed them to o bserve how some of the prin- 
ciples they had expounded were interpreted by people in a variety 
of marketing circumstances. 
A "glossy" version of the final report, Report No. 11, had been pro- 
duced commercially (under the title "Managing Advertising Effectively") 
a nd this was used for these presentations. A copy of what was now 
a small book was sent to each person attending the presentation, a 
week in advance. This was to enable them to read it, and raise 
any issues during the presentation. This rarely happened and most 
groups claimed. to agree with most of the contents. 
2.3 THE CONTINUING RESEARCH PROGRAMME 
In the ensuing 15 months, the research team have been embarking an 
the next set of research topics. This has entailed further visits 
to sponsor companies to gather information. They have been inter- 
viewing marketing and research executives and this has provided the 
opportunity for further informal monitoring of the effects of the 
previous research study on company behaviour and attitudes. Ob- 
servations on the effects of the overall study an sponsor companies 
are outlined in 'he section "The Effect of the Study on Sponsor 
Companies". 
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Chapter 3: SYNOPSES OF REPORTS 
3.1 INTRODUCTION 
During the course of the study of the Measurement of Advertising 
Effectiveness, some 11 reports have. been produced and one more is 
in preparation. 
' 
The purpose of this section is to indicate the 
contents of these reports and to draw out the most salient points 
made in each. 
The contents list, introduction and conclusions presented in each 
report summarise the material examined in each. Indeed, the later 
reports, from*No. 6 onwards, contaip an Executive. Summary, the aim of 
which is to encapsulate the report into one, or at most two pages. 
Consequently, the statements made here on each report Will not re- 
peat the summaries available in each of them.. I have, therefore, 
attempted to indicate the key points emerging from each report, which 
have influenced the course of the study, or have helped form some of 
the conclusion 
's 
to the study. I have also presented further con- 
clusions from the reports which, with hindsight, I believe are ger- 
mans to an appraisal of'the-study. 
3.1.1 The Puroose of the Reoorts 
As'mentioned in the section on THE RESEARCH METHODOLOGY of the study, 
the reports that were produced were to serve different purposes 
throughout the course of the project. Hence, just as the study 
evolved, so the reports have evolved through the broad stages of: 
i field reconnaissance reports 
ii: literature reviews to appraise recommended 
theoretical approaches and learn of previous 
exercises 
iii: guides to the use of special techniques 
iv: reports on the empirical work 
V: overall progress reports and summary of the overall 
findings 
35 
It is important to remember that the reports were not the only means 
of communicating with the sponsor companies. There were also group 
meetings and meetings with individuals from each sponsor company - 
as has been outlined in the methodology section. The reports do 
represent the formal record of the progress and, to some extent, 
the outcome of'the study, but they should be seen in the fuller con- 
text of the total c6nduct of the study. 
3.1.2 The StVle of the ReDorts 
The form and style of the reports change 
'd 
both with time and with 
the nature of the material they were presenting. Early in the 
course of the study, the sponsor group requested that the reports, 
and particularly. the literature reviews, should be more selective 
and, wherever possible, should indicate normative behaviour. Later 
reviews, particularly Report No. 4, attempted to be more selective 
and to use material based an empirical work. An Executive Summary 
was introduced into each report to cater for those in the sponsor 
group who wished to quickly capture the gist of the report. 
It is interesting to note that the company which was generally 
judged by the research team to be following exemplary behaviour 
in its advertising management, also had charged its research manager 
to make synopses of our reports, as they applied to their business, 
for dissemination to all marketing executives. This company is the 
only one to follow this practice. 
3.1.3 Authorship 
Of the 11 reports produced on the study so far, I have either ex- 
clusively produced or had a joint responsibility for all but two 
I prepared and -wrote exclusively Reports Nos: 2(ii), 5 and 8.1 
did not prepare or produce Report No. 2(i), and this was written by 
the other member of the research team. 
The progress report, No. 7,. was prepared by the joint directors of 
the project, although much of the supporting material was produced 
by the research team. 
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Reports Nos. 1,4,6,10 and 11 were produced collaboratively by 
myself and the other member of the research team. The structure 
and broad coRtents of the report's were jointly agreed while the 
specific content and material presented in each section was the 
perogative of the research team member who wrote it. In the 
chapter entitled "Synopses of Reports", some elaboration is made 
on the reasoning for the content of the reports, particularly for 
the sections which I wrote. For example, in Reports Nos. 10 and 
11, a series of small case studies are presented, which were pre- 
pared by me for the reasons explained in the "Synopses" chapter. 
3.1.4 fonfidentiality 11 ' 
All the material presented in the reports has been cleared for 
publication by the group of sponsor companies. As mentioned in 
the methodology section, every sponsor has the right to veto any 
material in 6ýreport that he thinks contravenes his commercial 
secrecy. The research project has, however, been conducted on 
the condition that all the research repor-ts can be published once 
they have been approved by sponsors, after an embargo of a minimum 
of six months. 
3.1. Occasional Papers 
As well as the reports related to the main project, there have been 
a series of papers produced on peripheral topics. These papers 
have been prepared in connection with M. Sc. and Ph. D. theses by 
students working with, and under the direction of, the main project 
research team. All sponsor companies received copies of these 
papers. I have also produced two case studies on the use of direct 
mail promotional methods. 
3.1.6 ý The Reports 
The full list of reports produced for the project is given below: 
Report No. 1 The Identification of Current Company 
Advertising Practice 
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Report No. 2(i) : The Pre-display Assessment of Advertising 
Report No. 2(ii): The POSt7display Analysis of Promotional 
Effectiveness 
Report No. 3 'The Research Plan for 1973 and an Appraisal 
by the Committee of Sponsors 
Report No. 4 A Review of the Literature on the Processes 
of Advertising 
Report No. 5 -An Appraisal of Media Weight Tests 
Report No. 6 Setting Advertising Objectives 
Report No. 7 Review of Progress to Date and Outlineý of 
Plans for Development up to 1977 
Report No. 8 The Setting of Advertising Budgets 
Report. No. 9 A Handbook of Pre-testing Methods 
(in preparation) 
Report No. 10 The Evaluatio6 of Advertising Objectives 
Report No. 11 How we believe sponsor companies can usefully 
improve their advertising effectiveness as 
a result of the study we have conducted 
OccasionaL Paper 
NO. 1' The Pattern of Advertising Research 
No. 2* Approaches to Media Scheduling 
No. 3* Communication as Information 
No. 4* A Review of Methods of Evaluating 
Behavioural Response to Advertising 
No. 5* A Review of Direct' Response Advertising 
and an Analysis of a Particular Campaign 
No. 6 Advertising and Forgetting 
No. 7 Advertising Effects on Distribution 
jointly authored by me 
supervised by me 
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3.2, Report No. 1: THE IDENTIFICATION OF CURRENT COMPANY ADVERTISING 
PRACTICE 
This report presented the findings from the research team spending 
on average two days with each of the sponsor companies. The team C3 had gone out to observe how advertising activities were planned and 
researched in the operational context of the business environment. 
The purpose behind this fieldwork is -described in the methodology 
section. 
Comments on Conclusions: Some of the formal conclusions cited in 
the report and thought at the same time 
to be salient 'to the study were: 
No company seemed to be operating a total communibations 
approach in their marketing activities. 
By this was meant that companies, by the way they claimed 
to make decisions, were treating advertising and other al- 
ternative promotional activities, as separate, somewhat 
isolated activities. Decisions an how much to spend, and 
even when to spend it, on different-promotionai vehicles 
were considered independently since there seemed no method 
of calculating the effects. Different promotional vehicles 
were judged to be best for achieving different puilioses and 
not to be interchangeable. 
(b) Most companies seemed to be adopting as measures of adver- 
tising effectiveness, variables which reflected the 
apparent state of mind of consumers (and/or non-consumers) 
towards the advertised product or service. 
Operationally, most companies seemed to use such measures 
as the basis for planning what their advertising should 
be saying. Less use of such measures was made for overt 
assessment of advertising performance, but since the next 
year's campaign was planned using these measures, they did 
seem to influence changes in the form of advertising and, 
therefore, by implication had been used as an assessment 
of effectiveness. 
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The decision o-F how much to spend on advertising was almost 
always admitted to be unsatis-Factorily made by executives 
in the sponsor company. No conclusion was expressed in 
the report on this. 
cc) The main activity o-F market and marketing research in sponsor 
companies is to help describe 
the state. of the Company in relati-on to its 
customers 
the state of the company in relation to its 
competitors 
This conclusion was actually a quotation frowthe description 
of market research given by one of the sponsors' market re- 
search managers. It did, however, 'succinctly identify how 
marKet research was seen in almost all of the other sponsor. 
companies. No company seemed to view market research as 
providing information, for decision making. In several com- 
panies, the market research department had its own budget and 
did the research it deemed appropriate. to the company's needs.. 
In Report. No. 1, we attempted to identify the sort of role the 
research function fulfilled to highlight this disparity. In 
almost all of: the fast-moving goods companies, the marketing 
managers allocated funds for research from their budgets. 
It was in the capital goods and/or the nationalised industries 
that research departments had their own separate budgets. 
(d) Research and development in the marKeting research area is 
noi being undertaKen by many companies directly. 
Somewhat to my surprise, we found that the marketing research 
capability in most companies was very small. The research 
function was mainly a data producing service and fulfilled 
the role ident-ified in (c). The resources available for 
any speculative research or the development of techniques 
seemed-minimal. Any development work that was conducted 
was done by research agencies or individuals, partly in their 
own time. In practice several of the companies seemed only 
too eager to embrace new techniques suggested by research 
agencies. It was seen that in several cases these techniques 
were at a development stage and that the company contracting 
to use them was probably paying for development work. Only 
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one company overtly recognised this and claimed that 
it felt it was cheaper to "sponsor" such research and 
development than to undertake it under its own roof. 
Consequently, the reconnaissance in each company did 
not unearth much in the way of privately developed 
expertise, methods, or "breakthroughs" in advertising 
research generally, or effectiveness measurement in 
particular. 
(e) A preference for small-scale qualitative research. 
methods to examine many varied (advertising and mar- 
keting) problems was expressed by many companies. 
This conclusion somewhat reflected the researchers' 
expectations that large companies would be conducting 
elabora 
- 
te expensive research. This expectation was 
derived from American marketing literature and pre- 
vious exceptional experience. The conclusion was 
also a function of the sample of sponsor companies. 
Examples were found where (marKeting) models had been 
constructed of marKets, -and which included the quanti- 
'tative effect of advertising on sales. 
This conclusion was included because of the special 
interest of one of the research team. Four case 
studies were found of the construction of such sta- 
tistical relationships between advertising pressure 
and sales, or market share, outcomes. Two of these 
models had actually been put to the test by using 
them to forecast and then verifying the accuracy 
against actual outcomes. These were in small markets 
with only one major brand, and perhaps, little risk.. 
Opinions on the veracity of the other two models ob- 
served were very divided in their respective companies. 
They had been tested on past data only - the data from 
which they had been derived - and this was causing 
doubt among the more scientifically minded. 
(g) In many market circumstances, but not all, the non-media 
promotional effort is planned and executed separately 
from (display) advertising. 
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At the time of the teconnaissance (1972) many of the 
fast-moving goods companies visited were very active 
in the field of consumer promotional offers. These 
were not "money-off" price cuts, but 'tended to be of 
the type. where extra household goods could be obtained 
either, free or at discount (sherry glasses, etc. ) or 
were competitions. Several of the companies visited 
had recently set. up special departments, or designated 
a new rfianagement position, to run and control these 
activities. At first sight, it appeared that these 
new functions, by being removed from the brand managers' 
responsibility, divorced them from the advertising 
activities. Indeed in one company we learnt of a 
promotional activity which was counter productive to 
the advertising aim. 
However, by the time of the 1974 visits, all of the 
companies had fully integrated their promotional 
activity into the marketing planning and control. 
However, there is normally no formal check or research 
to test the compatability of a promotional item on the 
advertising theme, 
(h) Emergent artas for more detailed worK. 
A list of some 20 topics was presented in the report 
as being a summary : of issues that the research team 
felt were needing attention. It was suggested that 
this list should, in conjunction with the literature 
reviews, form the basis for the future schedule of 
research. 'The list was the result of three influences: 
topics mentioned frequently by people 
in sponsor companies (eg: advertising 
and the growth of own-label products) 
the research team's perception of common 
problems across all the sponsor companies 
(eg: setting objectives) 
the research team's personal interest in 
certain topics (eg: I have always wanted 
to checK the ZielsKe experiments on the 
remembering and forgetting of advertising 
and this topic appears on the list) 
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Further Observations on the Report: 
Organisational Structures: In the section of the report where the 
research team tried to indicate the 
varied nature of company organisations, no standard classification 
of industries was used. These classifications (SIC codes, etc. ) tend 
. 
to be constructed on particular bases for special purposes. The re- 
search team were aware that the importance attributed to advertising 
(in-terms of the number of. people involved and their seniority and 
apparent influence on total company activities) seemed on first sight 
to vary with the nature of the products. In an attempt to examine 
this rather vague notion, companies were classified into those with 
eithet "simple" or "complex" product ranges. These were distinguished 
from each other on two criteria: 
(a) the divergence of raw materials Used 
(b) the diversity of end uses of the products 
Hence a "simple" product company was said to be one that used only 
one or two basic raw materials, and produced products that satisfied 
one or two basic needs. For example, the coal industry was classified 
as being a "simple" industry. 
This attempt at a classification-of companies was not wholly satis- 
factory. It is indicative, however, of the realisation early on 
in the study that different environments (both market and organisational) 
seemed to give rise to different attitudes towards advertising and the 
way it was managed and put into practice. It was suspected, at this 
time, that this too may have an impact on the effectiveness of adver- 
tising and could not be ignored in any study of the subject. 
Throughout the rest of the study, the environment in which advertising 
is managed has been logged and forms part of the final analysis. Later 
on in the study, in Reports Nos. 6 and 10, other criteria for classi- 
fying products are used to examine whether products in similar situ- 
ations have similar advertising purposes. 
Rationale for Advertising: In the section on the "Rationale Under- 
lying Advertising", a summary is given 
of the main reasons for undertaKing advertising given by people inter- 
viewed in all the sponsor companies. 
Several important conclusions and observations can be drawn from 
this section. 
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Given that various different reasons were given for conducting 
advertising campaigns by people in different companies, one can 
deduce that there are likely to b-e different objectives underlying 
different campaigns. Consequently, it is probable that different 
evaluation criteria are likely to be appropriate for the different 
objectives. In effect,. this hypqthesis was subsequently examined 
in the empirical work. In Report No. 1G, the way in which different 
objectives are used by different products is set out, together with 
the way these objectives can be, and are, evaluated by the many, 
different methods. 'In Report No. 6, a section is devoted to 
examining how executives beliefs about how advertising work relates 
to the sort of advertising objectives they set, and the way they use 
advertising. 
This part of the report produces many propositions about the use of 
advertising, which one could examine in greater detail. For example, 
some executives'stated that one of the reasons for advertising was 
that "the risk of stopping is too great". For the products that 
they managed one could, for example, have examined their advertising 
expenditure against that of the products they considered as competitors. 
But one would have to probe deeper to ascertain what risk these 
executives were perceiving and how they rated these risks. One 
would have to try to find out which sort of markets, or organi- 
sations, were felt to be in high risk situatibns, and how this re- 
Slected itself in the extent and purpose of advertising. This issue 
is, to some extent, followed up in the analysesý in Report No. 10 
where advertising objectives were examined, at my instigation, against 
the competitiveness of the market situation. 
One of the characteristics that was noticed about executives' views 
on the purpose of advertising, was the lack of their specifying time 
spans for the achievement of objectives, and also the lack of quanti- 
fication of objectives.. Images of the product were hoped to "improve" 
but no figures were quoted of how much "improvement" was looked for. 
In contrast, however, the results of advertising were generally looked 
for in quantitative terms. This seemed, at the time of writing the 
report, as contradictory behaviour: quantification was not necessary 
for the objective of the exercise, but it was for evaluating the re- 
sults. This inconsistency and the reasons behind it were very much 
part of the early empirical work on the sample of individual products. 
Non-media Promotional Practice: All those items that were considered 
promotional but not involving direct 
display or broadcast media, were classified as non-media promotional 
activity. One observation that further highlighted the need to con- 
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sider, or appreciate, organisational factors in any research of this 
nature, was that in some companies the research department dis- 
dained the use of certain commercially provided information for 
evaluating promotions, but nevertheless, their marketing managers 
were only too pleased to. use it. 
Media Practice: Media practice is defined comprehensively in the 
report to encompass the decisions that have to 
be made when planning advertisements in the main media, assuming 
the objectives and creative. strategy have been decided. 
It was remarked in the report that many products were advertised in 
one medium exclusively, and that in the examples observed, this medium 
was television. In Report No. 10, this point is i-llustrated in Table 
7, which. shows the medium used to advertise each of the empirical 
phases of the study. 
The setting of advertising budgets was agreed, by most executives 
interviewed, to be unscientific, or governed by well-established facts. 
This whole subject area was examined in depth later in Report No-8. 
During the reconnaissance stage reported in the first report, it was 
noticed that often-if s-ales declined, or were expected to decline, 
the advertising expenoditure almost invariably declined as well. 
Marketing textbooks admonished that this was foolish. Later in 
the study when product histories were examined in depth, sensible 
reasons for this apparently illogical behaviour were sometimes found. 
This sort of finding vindicated the stress placed during the study 
on the need to understand the full marketing background when studying 
advertising decisions. 
Campaign Change Frequency: Another observation reported in Report No. 1 
was that those companies who changed their 
advertising (and/or their agency) frequently, seemed less satisfied 
with the results than those who maintained fairly consistent advertising 
formats. This'point is examined in the results of the study, in 
Report No. 10, where it is suggested that some objectives are not 
achieved quickly. Consequently, those who try to achieve them 
quickly are likely to be disappointed. However, this point again 
emphasises the importance of the organisational structure or environ- 
ment in which advertising is planned. The companies which gave the 
impression of being in control of their markets or situation, tended 
to be those who changed advertising less -frequently. In fact they 
seemed to have less problems in the market place than those who 
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changed the nature of their advertising campaigns frequently. This 
point is not systematically examined elsewhere. The Table below, 
however, does suggest that the major influence on the perception for 
need to change advertising frequently, is dominance in the market 
place. 
TABLE II: Changes in Campaign Format Related to Market Oominance 
(a) No. of products for which campaigns 6 
have not been changed 1972-75 
(b] No. of (a) type products which have 
greater than 80% market share 6 
(c), No. of products which changed their 
cam0aign in each year 1972-75 11 
(d) No. of (c) type products with greater 
than 30% market share 2 
The products used in this Table are those forming the sample upon 
which the later empirical work was undertaken. By change in adver- 
tising format it is meant here that the basic conception of how the 
advertising should be presented was changed; in other words, an 
annual appraisal of advertising resulted in. a change in'creative 
treatment as well as, in some cases, a change of agency and media 
mainly employed. There are marketing reasons for changing the 
objectives for advertising over the years, and examples of these 
may well be included in the Table. For example, the objectives 
for new products will change as they become more established. 
Research UndertaKen: Media research was not covered in the report 
on the reconnaissance. Many companies were 
concerned with media performance in terms of the ability to deliver 
advertisements to an audience. The research team deemed that this 
topic of research was largely seen as the prerogative of advertising 
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agencies. -An occasional paper was written by one of the doctoral 
students to examine this area, and so provide some critical appraisal 
of the issues involved. 
Th -e wise use of the media and the audience reached could influence 
advertising effectiveness, but the study tried to concern itself, 
initially at least, with strategic decisions in advertising and 
their impact on effOctiveness. It was deemed that media scheduling 
was a tactica .I decision by and large, and research into ways of 
evaluating schedules was not of prime concern to the proje ct. 
Some qualitative comments about research activities are made in this 
report. In Report No-6, some details 6ýre given, in Appendix 2, of 
the amount of resources devoted to market and advertising research 
in relation to company turnover and profits. ' However, such statistics 
relate to total company activities and not individual products, and 
the figures are not on a wholly consistent basis from one company to 
another. No obvious relationship was observed and from qualitative 
information it seemed that organisational "policy" and the personnel 
involved, were as influential as anything on the extent of research 
undertaken in any one company. 
Conclusions: Apart from conclusions stated in the report, the broad 
message prevalent throughout the report*is that in 
general advertisihg as planned and conducted by sponsor comp'anies was 
found 
(a) to be b elieved to work in different ways (in- 
different marketing circumstances) 
to be used for different purposes (in different 
marketing circumstances) 
(c) not to be assessed for effectiveness by any 
consistent set of methoas or procedures 
(d) to be in-Fluenced by the environment in which 
it was managed 
Consequently, it was begun to be appreciated that arguments about the 
"goodness" or "badness" of campaigns, or the "rightness" or "wrongness" 
of advertising assessment methods, were impossible to resolve without 
Knowing the full purpose of the advertising. An extreme example of 
this need was illustrated in one sponsor where a campaign, apparently 
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aimed at consumers, had been run as much to reassure the very large 
company staff as to recruit new business. It would have been dif- 
ficult for outsiders to judge the suitabiltty-of this campaign with- 
out knowing the full purpose. 
3.3 Report No. 2(i): A REVIEW OF THE LITERATURE ON THE PRE-DISPLAY 
ASSESSMENT OF ADVERTISING 
I did not prepare this report. It was part of the programme of 
literature reviews undertaken within the overall study. It is 
included in the material presented here for completeness, and to 
demonstrate the range of topics covered in the study. 
As noted at thp beginning of the methodology section, the original 
conception of the total study was to examine pre-testing methods. 
for advertising. However, discussions with sponsors and the pre- 
paratory work for the study's commencement, broadened the scope to 
that of examining-the measurement of advertising effectiveness both 
before and after an_advertisemýnt or campaign was run. The original 
concern expressed by Professor Henry, for the need to examine pre- 
testing methods, was that claims had been made in the past for their 
ability to predict, among other-things, the saleg generating power 
of an advertisement. Consequently, the review that was conducted 
attempted to produce, from the literature, an overview of the 
role and purpose of pre-testing as well as any evidence for pre- 
dicted properties. 
The definition of a pre-testing method was meant to include any 
procedure that attempted to appraise the capability of an advertise- 
ment to achieve a particular objective before it was displayed to 
the total audience in a medium. The report did actually examine 
the 247hour recall method, - which attempts to ascertain the responses 
to an advertisement very soon after its actual'use in a mass medium. 
However, its purpose is the early assessment of an advertisement, 
and in the literature it is usually classed as a method for producing 
early diagnostic measures. 
The report also included a brief mention of concept testing for ad- 
vertisements and new products. The methodology employed is often 
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similar to that of pre-testing and it was included in the report to 
distinguish the different purpose for which it is used. 
Contents: As st 
* 
ated in the "Purpose of the Review", published 
material from 1960 onwards was examined. Predominantly 
the material came from the Journal of, Alarketing Research, the Journal 
of Advertising Research, and the Journal of -the 11arket Research 
Society. Pre-testing techniques (and associated companies) have 
come and gone: over the period, sometimes leaving no trace in the 
regularly available literature. Hence it was not possible to un- 
earth material describing all the methods'that have been proposed 
and/or used during the last decade or so. The report that was pre- 
sented to sponsor companies, therefore, tried to examine the broad 
methodological approaches that seemed to be potentially available. 
This information was drawn mainly from a few, seminal articles on 
the subject that had appeared in the period reviewed. 
Subsequently, the MCRC instituted a sample survey of advertising 
and consumer market research companies in the UK, to ascertain the 
methodologies that were used to pre-test advertisements for press 
and television media. The results of this survey (done by an MBA 
student under the MCRC's supervision) are not included in the 
material presented here. However, the survey sfi6wed th , 
at the num- 
ber of different methods used were very. few, and that their purpose 
was very much less ambitýous than the earlier literature suggested. 
Mostly, pre-testing was being used as a final stage check that ad- 
vertising contained no "negatives", i. e. any aspect that was felt 
likely to cause an unfavourable negative reaction to the advertising. 
Group discussions of advertising were the most frequently used tech- 
nique. *The MCRC is currently producing a much more contemporary 
assessment of currently available pre-testing methods (Report No. 9). 
On page on e of the report, the question of the purpose of pre-testing 
is introduced. It is interesting to examine the extent of pre- 
testing activity for a product against the size of the advertising 
b. udget for the product. One might hypothesise that the larger 
the budget, the more there was at. risk, and the more careful any 
pre-testing might be. ' From the information subsequently collected 
on the 33 product'case histories, as reported in Report No. 10, it 
is possible to examine this suggestion very approximately. 
From Tables 7 and 8 in Report No. 10, one can see that the advertising 
campaigns of seven products were not formally pre-tested. By "formal" 
is meant a specific piece of research devoted solely to the exami- 
nation of an advertisement. In some cases, companies examined a 
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new product, or a new pacK, in group discussion research, and also 
showed the advertisements for the product and gathered comments on 
the advertisements; This sort of multiple purpose activity was 
not deemed, for this analysis, to be formal pre-testing. 
The average size of advertising expenditure for those products con- 
ducting. formal pre-testing was Z392,000, whereas for those not 
formally pre-testing it was E323,000. This is not a significant 
difference, either statistically or commercially. It suggests that 
there are many other factors which influence the degree to which 
advertisements are pre-tested. It is, h* owever, noticeable that 
out of the 33. products, only nine used the press as the main medium. 
Of the seven products which did not have advertising pre-testing, 
four were those using press media predominantly. The sample sizes 
are too small to make any concl-usive statement, but one might sur- 
mise that the extent to which pre-testing is used to check adver- 
tising may be a function of the media predominantly used. This in 
turn is probably a function of the type of advertising conducted, 
or, more particularly, the objectives of the campaign. 
The extent to which any measures taken during the pre-testing of an 
advertisement may be predictive of future behaviour, is surveyed in 
the report. Of particular interest is Axelrod's study of the 
sensitivity, stability and predictive power of 10 possible measures 
that could be obtained from samples of respondents exposed to a pro- 
duct stimulus. (eg: advertisements). This is reported on pages 
14-17 of the report. Other such studies and reviews of such 
measures are further examined in Report No. 4 (eg: studies by Rothman 
and Holbert). 
Another perennial issue occurring in the literature was that of the 
relevance of "recall" measures. In the report, pages 33-34, the 
various studies illustrating the other influences on recall scores 
are indicated, and include such things as: programme liking, edu- 
cation level of respondents, age and product usage. It is reported 
that 56% of the variation in recall scores for a particular set of 
advertisements could bd attributed to the above four influences, 
together with whether the respondents saw the whole programme con- 
taining the advertisements. 
Conclusion: This review contained brief conclusions. However, 
main findings indicate that pre-testing is not most 
sensibly used to predict success for the advertised product in the 
market place. The unreality'of the test situation and the lack 
of repeated viewing restrict the purpose of the test to that of 
gaining reactions to the advertisements from a sample of the potential 
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audience. Measures relying o'n recall of the advertisement, either 
on test showing or after exposure in the media (eg: 24-hour recall) 
are indicated to be subject to many other environmental and personal 
influences. 
All in all, it is suggested that the most valuable roles for pre- 
testing are those of 
(a) checKing that communication objectives are 
being achieyed in a small sample o-F the 
potential audience 
(b) diagnosing possible dauses for the poor com- 
munication of objectives from the recording 
of other reactions to the advertisements 
3.4 Report No. 2(ii): A REVIEW OF THE LITERATURE ON THE POST-DISPLAY 
ANALYSIS OF PROMOTIONAL EFFECTIVENESS 
Introduction 
The emphasis of this report was to appraise those reported studies 
which purported to show a quantitative relationship between amounts 
of advertising and the mat-ket performance of the advertised item. 
Mostly these studies used aggregate measures of advertising "pressure" 
such as gross expenditure in the display media, or share of total 
product category advertising expenditure. Measures of response in 
the market place were usually taken to be sales levels or market 
shares of the advertised product. This emphasis was influenced 
by the observation that in the marketing and marketing research 
literature in the period 1960-1971, the predominant number of studies 
reported were of this nature. 
There seemed to have-been two phases: the initial phase of the dis- 
covery of quantit ' ative 
techniques, such as multiple regression, and 
their application to the advertising-sales relationship problem; and 
then the following phase of a critical appraisal of the validity of 
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the approach. Another influence on the selectýon of this material 
was the bacKground and interest of one of the research team, having 
been in operational research. 
This report was produced in parallel with the one on pre-testing 
methods. Both were an appraisal essentially of techniques and 
approaches to measuring advertising effectiveness and they were 
appropriate to the early stage of the project. Had either, or both, 
of these reports been able to present unequivocal evidence that the 
measurement of advertising effectiveness was straightforward, this 
would have altered the course of the study. 
During the initial reconnaissance, it was noted and*reported in the 
first report, that few companies possessed in the marketing depart- 
ment, their own expert in quanti. tative approaches to marketing 
analysis. Hence, this review of the quantitative approach to ad- 
vertising assessment was also to provide a reference document and 
guide for sponsors to the potential utility of this overall approach. 
In the "Introduction" of the report, it is claimed that "little 
published material was -found dealing with non-media promotion effects 
and, similarly, little progress seems to have been reported on the 
effects of promotional (either media or. non-media) efforts on the 
disposition of the consumer, eg: changing attitudes or beliefs". 
This is quite a swee. ping statement and need. 5 some clarification and 
quantification. Non-media promotion was meant to refer to all pro- 
motional activity excluding display advertising in the main media; 
however, when the literature search was conducted, the topics looked 
for under this heading were mostly assumed to be related to conswrer 
promotional activity,. eg: free gifts, money-off offers. The search 
was also directed at discovering any studies which claimed to offer 
normative findings. The report does contain a review of those few 
studies that we re found to report approaches to measuring non-media 
promotional efforts. 
The suggestion that little progress had been reported on what was 
the attitude-behaviour link was somewhat pejorative. Again, studies 
indicating specific findings for direct marketing use were being 
sought and although many discoursive articles were found, not many 
offered normative advice. However, this-whole-subject area was 
examined much more fully in a later report, Report No. 4. 
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Observations on the Report 
(a) The need for measurement: philosophy of approach: The report 
noted (on 
page 3) the lack of any studies offering advice on' the way the 
total promotional or communications effort could be allocated 
among different promotional tools, eg: media advertising, below- 
the-line activities, salesmen. This seemed to con-Firm the ob- 
servation that in practice a total communications approach was 
not undertaken. 
Early in the.. repbrt, the'importance of the need. for advertising 
objectives is stressed if any measurement is to take place. Also 
the puypose of measurement is stressed: "There are of course two 
approaches to measuring the achievement of an objective: one 
which is'concerned only with ass 
* 
essing success and failure, and 
one which also gives reasons for success and failure". I believe 
that many of the arguments about the validity, or usefulness, o'f 
particular measurement or appraisal methods in advertising Cand 
marketing) management could be resolved if such techniques were 
appreciated to be for different purposes. Hence, some of the 
approaches advocated for assessing advertising performance 
suggest collecting information at several points in the marketing 
system, includina, the consumer. By doing so, they provide in- 
formation. to help understan. d the total process of which advertising 
is a part. A measure taken at one part of the system is not: 
likely to be able to signify how changes in another part of the 
system may influence the measurement observed. 
It is also noted, early in the report, that "change in advertising 
input" is usually taken to mean change in advertising expenditure, 
in the quantitative studies reported in the literature. However, 
"change" could also involve a change in message content or message 
presentation (media used) or the scheduling or*pattern of message 
presentation. Very few studies seemed to examine the effects of 
change in advertising to the level of detail beyond change in ex- 
penditure. The ability to detect the effects of changes other 
than in expenditure is examined in Report No. 5. 
The arguments, in the literature, for and against the. use of 
"sales" measures are summarised an pages 6 and 7 in the report. 
However, they resolve into the basic question of whether management 
needs to understand the reasons that may crive rise to a particular CD 
sales outcome . Sales measures do not usually allow diagnostic 
assessments to be undertaken. 
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The importance of definitions in any study of measurement 
methods is emphasised on pages 7 and 8. It is noted that 
definitions must fulfil two criteria: one of meaningfulness 
and the other o*f operationality; The observation is made 
that in advertising assessment research, one must choose 
measurement methods appropriate to the definition of the 
problem (or objective). 
(b) Techniques and approaches: Initially the experimental approach 
to determining the effect on market 
performance of changes in advertising expenditure was examined. 
In the report it states that 20 examples were found of the use 
of the experimental approach. It must be stressed that these 
were examples in the literature, and not within the group of 
sponsor companies. However,. it had been found in the recon- 
. naissan6e 
fieldwork that sponsoi: companies were much less suc- 
cessful in their use of advertising expenditure experiments in 
the market place than the literature suggested they should be. 
The reasons for this outcome were examined in a separate report, 
Report No. S. 
As well as noting some of the reasons for success in measuring 
advertising effects, Report No. 2(ii) also'pointed*out-that the 
successful., cases presented in the literature usually related to 
somewhat special circumstances; for example, durables, commodities 
and new products, and particularly products that were not normally 
heavily advertised. In other words, those situations where the 
circumstances could be seen as being favourable to the detection 
of a major effect on sales due to advertising. 
Later in the report, the methods of trying to relate aggregate 
sales changes to aggregate advertising inputs-are examined. 
It is generally concluded that this is not a straightforward 
exercise in most circumstances. Many of the instances of 
apparent success,. reported in the literature, are either for 
simple markets or the results are not, in fact, as conclusive 
as their authors suggest. In fact,, it seemed that very, very 
few conclusive results were reported for the relationship be- 
tween advertising and sales in any market where there were 
more than two advertised competitors. Typical of the exer- 
cises which demonstrated that simple formulas were not adequate 
is that report by Samuels (1970) referred to on pages 19 and 22 
of the report. 
A technical point not mentioned in the methodological part of 
the report on brand share models is that predictions -For each 
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brand's share of the market must sum to unity. This is a 
constraint that is rarely applied to the exercises reported 
in the literature prior to 1971. Usually in the reported 
studi-es, a "model" is derived which relates changes in one 
brand's share of the market to changes in other market mix 
elements, such as share of advertising expenditure. A 
check on the consistency'o*f any such model is that models 
of all brands should b6 derived and the estimates, from the 
models, of each. brand's share of the market in any time period 
must; logically, sun to unity. Non-advertised brands or 
other competing products must also be included, or the size 
of the market being competed for by the advertised brands 
must be altered to allow for them. 
Another technical check that is not mentioned specifically 
in the report. is that any claimed model of a market should 
be robust enough-to be derivable from any similar data on the 
market. Hence, if a model is derived on sales and adver- 
tising data over a-particular period of time, the same model, 
in form and parameters, should be derivable if 
' 
some of the 
data is excluded. If this test is applied to many models 
which are reported in the literature, the form of the model 
and particularly the magnitude of the parameters usually 
changes, casting doubt on the accuracy and validity of the 
. model. 
Strictly, only if such models are put to the test 
via experiments in the market place can they be deemed to* 
have any validity. 
The report did attempt to appraise a comprehensive set of 
approaches to relating advertising inputs in quantitive 
terms to market performance outcomes. It, therefore, 
also appraised studies conducted on records of individual 
purchases and advertising media exposure. Mostly these 
sorts of exercises attempt to describe what appears to 
happen at similar points in time to two variables: adver- 
tising and behaviour. Apparent causal links are sought. 
These exercises attempt to explain the observed phenomena 
by the plausability of the apparent causal relationships 
(correlations) that may be derived through statistical 
analysis. One particular approach, however, that of 
microsimulation, attempts to produce "a working analogy 
of the market" and through the generation of "many 
(simulated) case histories" it is hoped that one can 
understand something of the workings of the market pro- 
cess that is simulated. Although an attractive proposition, 
the resources required to produce'such models seem beyond 
those which companies are prepared to invest. Few suc- 
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cessful microsimulation models, which allow advertising's 
effect on market performance to be assessed, have been re- 
ported in the literature. 
Conclusions 
The broad conclusions of this report, as stated on pages 54-55, are 
that advertising's effectiveness can in some circumstances be assessed 
through changes in such aggregate measures as sales or market shares. 
However, the conditions under which this seems to be possible are very 
crucial. 
From the literature it is suggested that the most conclusive examples 
of the use of aggregate techniques for detecting advertising effects 
are found in the following marketing situations where: 
(a) one product, 'or brand, in a small market is the 
only major advertiser 
(b) one product, or brand is the only advertiser in 
a large, mainly commodity, market 
cc) a new productis-being launched 
(d) in fewer cases, there are at most. two advertised 
products in a market 
In general, as the number of advertised products increases in the market 
and the market process becomes more complex, it becomes increasingly 
difficult to detect the contribution advertising makes to the market 
performance of a product. 
The indications for the progress of the study were that: 
simple analysis methods showing the relationship between 
advertising and sales are likely to be of limited appli- 
cation 
the marketing circumstances of a product are likely to 
influence the ease with which one can detect advertising's 
contribution to market performance 
56 
advertising has a most direct effect where it is 
expected to have the most direct effect and is used 
for this purpose. Thereforý?, advertising is used 
in different ways for different purposes and for 
many of these should be expected to have a less 
direct effect 
iv: different purposes for advertising are likely to 
require different assessment procedures 
3.5 -Report No. 3: THE RESEARCH PLAN FOR 1973 AND THE APPRAISAL BY 
THE COMMITTEE OF SPONSORS 
The purpose of. this report and the derivation of its 
' 
contents is fully 
detailed in the methodology section - the research plan. Essentially 
the report set out how the research team believed the study should pro- 
gress. This belief derived from the reconnaissance fieldwork, and the 
findings of the two literature reviews, i. e. Reports Nos. 1,2(1) and 
The report advocated that the setting of advertising objectives should 
be the focus of all future research. The assessment of advertising, 
it was asserted, had to be related to the purpose of the advertising. 
To appreciate the purpose, one must understand the market to which 
the advertising. is addressed and the way in which a particular pro- 
duct's advertising and marketing is managed. 
The actual report as finally published, included the minutes of the 
sponsors' meeting called to discuss it and the previous reports. 
3.6 Report No. 4. A REVIEW OF LITERATURE ON THE PROCESSES OF AOVERTISING: 
"How Advertising Works" 
Introduction 
In the two previous literature reviews, it had been stated that it was 
not a straightforward and brief exercise to summarise the literature 
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on "how advertising works", and in particular the influence of ad- 
vertising on the relationship between attitudes and behaviour. The 
research team felt that some sponsors were aware of some commercially 
available "models" which purported to determine the way in which 
attitudes were related to subsequent behaviour and how advertising 
might influence the attitude levels. Although during the reconnais- 
sance stage these sponsors had indicated their interest in having 
such "models" critically appraised, the research team felt it impor- 
tant to put such models in the. wider context of the marýet place. 
An y such models, it was argued, would be bound to be abstractions 
from the real world. It would be important to appreciate the many 
influences on consumer behaviour so that the assumptions that may be 
made in any model c. Ould be understood by potential-users. 
Hence, the research team resisted the temptation to examine only the 
technicalities of advertising-attitude-behaviour models. Instead 
a review was attempted of studies which indicated the way in which 
the marketing and/or situational environment appeared to effect the 
influence of adverting on its intended objectives. 
Comments on theý Content 
The report is comprised of 13 self-contained sections. The 13 topics 
were those chosen by the research team to represent the most frequently 
written about in the literature, or most frequently mentioned by spon- 
sors as requiring investigation and appraisal. 
The first long section was written by me and was an attempt to sum- 
marise the main factors thought to influence the performance of ad- 
vertising in : the-market place. This section followed much the same 
structure as that used by Joyce (1968) in "What do we really know 
about how advertis; ng works? ", but tried to add further and more 
recent material. 
The subsections of this first part of the report included reviews of: 
Models proposed to describe 
Other theories. pertinent to 
- stability theories 
- reinforcement 
- cognitive dissonance 
- attitudes - usage 
- needs 
the advertising process 
the overall process 
- brand image and rational choice 
58 
Hypotheses and conclusions 
word of mouth processes 
involvement 
liking 
benefits 
company images 
the consumer viewpoint 
principles of communication 
The other 12 sections of the report were on the following broad 
topics: 
2- Persuasion 
3: Perception 
4: Source Credibility 
5: Truth in Advertising 
6: Cognitive Dissonance 
7: - The Distraction Hypothesis 
8: The Use of Fear Appeals 
9: Personality 
10: Relating Brand Choice to Attitudes 
11: The Influence of the Medium 
12: Subliminal Advertising 
13: Some General-Thoughts on Attitudes 
As well as the first -section, I wrote sections 5,10,11,12 and 13. 
It is not sensible to try to summarise the very many points made in 
the report since the report itself presents summaries of very many 
papers and books. It consists of a pot-pouri of topics drawn from 
the literature of the experimental and social. psychologist, as well 
as of the practitioner. It nevertheless reflects those topics 
thought by the research team to be interesting and useful background, 
or reference material for the sponsors and themselves. 
For example, several members of the sponsor companies requested that 
"cognitive dissonance" be explained in such a document. The term, 
and indeed the theory, had been prominent in marketing literature 
and parlance some years previously. As mentioned in the methodology 
section, the overall nature of the study was collaborative. The 
research team were perceived by the sponsors to have the time to 
examine the literature, as well as assess it. Hence, the inclusion 
of an item, like cognitive dissonance, was there for possibly two 
reasons: relevance, as perceived by the researchers; and relevance 
or interest as requested by some sponsors. 
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The report, therefore, represents a compendium of reference material 
for the future use of both the research team and the sponsors. 
The most important conclusion -for the overall study was that the 
environment in which the advertising is taking place is likely to 
influence the degree to which the advertising will achieve its ob- 
jectives. Indeed, the environment will influence the way in which 
the advertising can be thought of as achieving its objectives. By 
"environment". one means such things as the nature of the audience. 
addressed, their situation, the nature of the medium and the other 
influencing factors summarised in the 13 sections of the report. 
Consequently, the report stresses that in order to gain an under- 
standing of the way in which advertising may be thought to have 
its effect in a market, one must understand the important elements 
in that market which have a bearing on the consumer decision-making 
process. 
3.7 Report No. 5: AN APPRAISAL OF MEDIA WEIGHT TESTS 
Introduction 
In the literature, as had been reported in Report No. 2(ii), it was 
often recommended that the affect of advertising expenditures could 
be ascertained through the use of experimental levels of advertising 
in different geographic areas. The reconnaissance fieldwork sum- 
marised in Report No. 1, showed there to be a great disparity between 
"textbook theory" and observed practice. Only two out of 40 attempts 
at such exercises within sponsor companies produced conclusive 
actionable findings. The purpose of this report, therefore, was to 
examine why such failures might occur and to suggest how such exer- 
cises should be conducted to ensure a greater'chance of conclusive 
outcome. 
A more meaningful title to the report might be: "An appraisal of 
area advertising expenditure tests". The textbooKs tend to call 
such exercises "experimenýs" but I prefer to use the word "test", 
since Ifeel that the connotation of "test" is more appropriate. 
Experiment has connotations of conditions being strictly and system- 
atically controlled, whereas "test" suggests raýher that an idea, or 
belief, is being examined in the practical situation in which it is 
hoped to be used. One of the conclusions of the report is that if 
companies seriously wish to examine the quantitative effects of ad-. 
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ertising on sales levels, they must have a realistic estimate of 
the likely effect beforehand, and put this to the test in the inter- 
area exercise. 
The report is chiefly concerned with the ability to detect the 
effects of advertising inputs on sales, or market share, outcomes. 
It is acknowledged in the report that inter-area advertising expen- 
diture tests can. be used to monitor the effects on consumer dis- 
positions as. well as on sales effects. However, the chief use 
advocated in. the literature, and the main purpose for which com- 
panies use the approach, is to monitor sales effectiveness. 
The report is based on statisticcýl considerations, findings from 
the literature and the author's own experience. The only infor- 
mation specifically gathered from sponsor companies which is used 
in the report, is-th6 knowledge that their attempts to use the method 
have usually been unsuccessful for the stated. purpose. No further 
information.. was sought to ascertain whether the expenditure tests 
were undertaken for additional reasons, which could well be the case 
in some instances. An expenditure test might be a way for an am- 
bitious marketing manager to obtain extra promotional funds. 
Observations on ttýe Report - 
The first part-of the report is entitled: "Statistical and quanti- 
fiable reasons why media weight tests often cannot be expected to 
work". 
In this section seven propositions, or reasons, are asserted as to 
why it is unliKely that inter-area expenditure tests will show a 
statistically signi-Ficantýoutcome. 
' 
These assertions are illustrated 
by examples whenever possible. The seven assertions can be sum- 
marised as: 
(a) market shares-are not very susceptible to change 
(b) any change in market share (or sales level) that 
may occur as a result of the test is too small to 
measure reliably 
(C) changes in media weight are not the only factor 
likely to influence market performance in a geo- 
graphical area 
(d) it is not easy (in financial terms) to substan- 
tially change the share of advertising held by a 
product in an area 
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(e) variations in other marketing mix variables between 
areas, and within areas, over time, are not known 
and/or are too large to detect changes in market. 
per-Formance due to advertising changes 
interaction effects between advertising and other 
marketing mix elements are difficult to allow for 
(g) it is difficult to choose an appropriate base level 
against which to measure change 
Comment on the Propositions 
In the text, these assertions are supported by examples, or, in some 
cases, data abstracted from publications. Subsequent to the 
publication of the report, extra data was gathered from the sponsor 
companies to allow further examination of some of the propositions. 
Proposition (a) suggests that many. markets are relatively stable 
and that the market share held by any one brand in a market is not 
very capable of being changed,. by a media expenditure test, or what- 
ever. Tables I and 2 in Report No. 5 give some fi. gure-s to support 
the assertion.. They quote the average annual brahd 
' 
share changes 
in five large-markets. In Table IIIbelow, there is quoted the 
annual average brand share changes for some of the products which 
our study monitored. The data relates to a seven-year period. 
It will be seen that for. some of the products over the seven-year 
period, the average year-to-year brand share changes have been large. 
Hence assertion (a) is not universally true. The products which 
Table IIIindicates do have very stable brand shares on a year-to-year 
basis, are all long established, major brands. Products D, L and C 
are all relatively new, having been launched within the six years 
prior to 1974. It could be argued that they are still growing and 
in a market situation where. change is likely and expected. Con- 
sequently, it would seem that proposition (a) is particularly appro- 
priate to, major, wellrestablished brands. However, it might be 
argued that media expenditure tests are conducted over shorter 
periods than a. year, and it is really the month-to-month stability 
of brand shares that is the important measure. As noted in Report 
No. 5, Ehrenberg has copiously demonstrated that period-to-period 
brand shares are relatively stable. However, Table IVgives some 
data for average brand share changes over a two-month Nielsen audit 
period for three major product categories. This data was provided 
by the relevant sponsor companies. 
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TABLE III: Average annual share change for products in the MCRC sample+ 
Product Average annual 
, 
brand 
share change 
(market- share points) 
Standard 
deviation 
A 0.83* 0.45 
U 0.84 1.15 
E 0.40 0.37 
B2 2.97 1.99 
N 2.68 2.23 
m 2.5 1.54 
1 1.14 0.78 
D2 1.43 1.13 
D 10.14 9.9 
L 2.23 2.35 
0 0.86 0.54 
C 8.35 3.50 
B 0.52 0.52 
TABIF IV: Average brand share change over a two-month Nielsen audit 
period 
Product category No. of 
brands 
Average brand 
share change 
Standard 
deviation 
No. of 
periods 
Ready to eat 
breaKfast cereals 4 1.2 0.74 68 
Petrols* 6 0.42 0.4 228 
Toothpastes 6 1.36 1.25 97 
Details of each coded product are given in Report No. 10 Cpage 20) 
Share changes per four-week period 
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It can be seen that for frequently purchased brands in these product 
categories, large market share changes do not occur on average. In 
fact, the data used to estimate the brand shares for each period is 
survey data which contains a sampling. error. Henýce the standard 
deviations quoted include this sampling. error and are larger than if 
absolute measures of brand shares were used. This suggests that the 
degree of change in brand shares for these product-categories is more 
stable than the figures suggest. 
I would also like to augment proposition (g). Thýis proposition 
suggests that it is difficult to decide what to use as an appropriate 
base level against. which to measure change, when conducting a media 
expenditure test. An example is quoted: before a media expenditure 
test 30% of the target population preferred a product and after the 
test 40% preferred it. In the report it. suggests three possible cal- 
culations that might be performed'to assess change: 
40 - 30 = 10 
10 /30 = 33% 
10 170 = 14.3 
(the difference) 
(the increase as a percentage) 
(the increase relative to the potential) 
However, further possibilities exist. Often a forecast is made of 
what is expected to be achieved and the actual level attained is gom- 
pared with it. For example, if it had been forecast that the number 
of people preferring the product would increase to 33%, then another 
measure of achievement would be: 
iv: 40 - 33 = +7 
Finally, a control area could be monitored, during a test, where no 
change in media expenditure was undertaKen. If the change in product 
preferences in the control area went from 33% to 37% during the time 
of the expenditure test, then a further method of assessing the achieve- 
ment of the test would be: 
v 40 - 30 2.5 
(i. e. test area change relative to 
37 - 33 
a control area) 
It is concluded in the report that all seven propositions when taken 
together would indicate that it is unlikely that a simple media expen- 
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diture test can easily produce readily understood and conclusive 
results. Given the extra data presented here, one would perhaps 
quali-Fy this conclusion by saying that it would apply particularly 
to major well-established brands. 
The Second Section OT^ the Report- 
In the second section of the report, the managerial aspects of plan- 
ning, controlling and interpreting the results -from a media expen- 
diture test are examined. Such considerations as the need -for re- 
plication and lengthy tests. are. explored, together with the many 
factors that must be taken into account when interpreting apparent 
results. Four major considerations are stated that must be con- 
sidered at. the planning stage of an expenditure test. 
The Final Section of the R6port 
In the final section of the report, sbme guidelines are given for the 
actual conduct of media expenditure tests. The basic test design 
considerations are explained, together with methods for interpreting 
the data. 
The role of media expenditure tests in a broader framework of ad- 
vertising research is explained and advocated. For completeness, 
the nature and purpose of an ADLAB is explained and it is suggested 
where such a facility should fit into the framework for overall ad- 
vertising research. 
Finally, a check-list of some 30 items is stated of points that 
should be carefully considered when an advertising expenditure test 
is being comtemplated. 
Cnnrl in, inn 
The overall conclusion of the report is that great caution should be 
exercised over the use of media expenditure tests. It is suggested 
that there are many reasons for thei-r not being likely to produce 
conclusive findings, these reasons are both statistical and mana- 
gerial. 
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It would be wrong to deny completely the potential value of such 
tests when satisfactorily conducted. The careful experiments at 
Anheuser -Busch* and their apparently valuable discovery that ad- 
vertising expenditure could be reduced, bear testimony to the rewards 
of experimentation. However, this exercise was conducted over at 
least four years and. involved much detailed preparatory and explor- 
atory'earlier research. 
Consequently, it is felt that Report No. 5 
' 
is constructively critical 
of media expenditure tests. It warns of the many reasons why they 
can and do fail; it explains how the difficulties can be overcome 
if it is felt sensible to conduct such a test, and it advocates where 
such tests should fit in'ýo a comprehensive frameworK of advortising 
research. 
3.8 Report No. 6: TýE SETTING OF ADVERTISING OBJECTIVES 
Introduction 
The role. of this report is explained in the Methodology section of 
this exposition. Essentially, it contained three parts: the first 
part explained the rationale underlying the whole programme of re- 
search to which the-study had become committed. This explained 
why it was believed that the setting of advertising objectives had 
become the focus of attention; viz: it is necessary to establish, 
benchmarks for measurement and that one must. understand the purpose 
of the objectives so as to appraise the appropriateness of any 
measurement method. 
The second part of the report presented a litera. ture review on the 
setting of advertising objectives. This was felt appropriate since 
the topic was the focus of the research, but little had been presented 
by the research team to help define objectives or. indicate how the 
literature suggested they should be set. 
*AcKoff, R. L. & Emshoff, J. R. "Advertising Research at Anheuser- 
Busch Inc. (1963-68)" Sloan Management Review Winter 1975 
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The final part of the report presented details of the empirical work 
that had been undertaken so far on the project. The information 
that had been collected from each sponsor company and the composition 
of the sample products chosen were explained. The distinction be- 
tween advertising and marketing. objectives was spelled out, together 
with an analysis, into these two categories, of all the objectives 
for advertising that had been collected during the fieldwork. 
Finally, some analyses were presented of the advertising objectives 
that were set for the 27 products for which comprehensive information 
had been collected. 
A final page (Section 4E) tentatively suggested the criteria for 
setting advertising objectives and the sequence in which they should 
be considered. 
In the two appendices to Report No. 6, the results of the analysis of 
the questionnaires that had been sent to sponsor companies, are pre-. 
sented. These questionnaires. are cited-in the appendix to this 
exposition (Appendix IV). Firstly, a breakdown is given of the 
sample of. products. being examined in depth in. the study. This item- 
ises such things as:.. number of competitors, price differences be- 
tween the product and "own label": -products, ratios of above-the-line 
to below-the-line promotional expenditure, etc. ' Secondly, some 
details about the overall. companies are given, including such things 
bs turnover, research expenditure and numbers of peo[Sle in the T-e- 
searqh and advertising management functions. 
Comments on the Report 
The discussion of this report by the Committee of Sponsors is fully 
considered in the Methodology section, together with the derivation 
of the final version of Report No-6- It-served to mark the pro- 
gress of the study and started to indicate what was hoped to be a 
coherent programme of research. 
The analysis of advertising objectives did not, at this stage, pro- 
duce any major realisations about the way objectives are. set, or 
advertising is used, in different marketing situations. No clear 
consistent patterns emerged from the comparative analysis that 
allowed the study, so far, to report significant normative indications 
that might be useful to practising managers. Broadly, what was ex- 
pected was found, eg: new products tended to set objectives for 
gaining awareness and trial; durable products did not set objectives 
for achieving loyalty, trial, reminding or conveying "messages". A 
'Inessage" objective is differentiated from an "information" objective 
on the criterion of the latter. being more factually based. 
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The advertising objectives for all the products were analysed against 
several categories of product or market situations. These were: 
i: Durable - non-durable products 
Product type - old established 
- additional marKet entrants 
- innovative products 
- recently introduced products 
- neo-commodities 
iii: Market type - mcýjor new products introduced 
- small markets for established products 
- growing markets 
- large established markets 
- large declining markets 
- neo--commodity markets 
iv: Phase of product life cycle 
V: Defensive - offensive product situation 
vi: Advertising/sales ratio and Tarket type 
vii: Media advertising expenditure categories up to U00,000 
E200-E400,000 
over E400,000 
These categories were chosen from those suggested in the management 
literature (eg: product life cycle) or those believed by the research 
team to be potentially appropriate to the particular sample under 
investigation. These particularly analyses are described in pages 
57-73 of Report No. 6, where definitions of the way the sample products 
were allocated to product or marKet types, is given as well. 
However, all the tentative*findings presented in the analysis part of 
Report No. 6 have to be qualified by their being derived from a small 
sample of 27 diverse products, which is in no way representative of 
a*cross-section of all advertised products. 
In the report, 10 categories of advertising objectives and seven cate- 
gories of marketing objectives were derived. These were derived by 
subjective analysis of all the objectives that had been set for all 
the products studied. It should not be considered a complete typo- 
logy of advertising objectives. For each category of objective, an 
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exhaustive listing of which actual objectives had been classified 
under it was given. None of the sponsors criticised the categories 
that had been devised and so they were used for future analyses. 
Cnnr I ini nn.. c; 
The report spelt out the difference between advertising and marketing 
objectives: it emphasised. that in practice sponsor companies were 
tending to confuse the two as being synonomous. 
The analyses of the objectives that were set for the sample of pro- 
ducts, indicated that in general no two products set identical-sets 
of objectives. Each product was in a slightly different marketing 
situation to any other when examined on more than very simple criteria. 
This. realisation had important consequences for the overall project 
in that it I. 
(a) emphasised the need to have a full appreciation 
of the marketing conditions when appraising a 
product's advertising, particularly vis-a-vis 
other products; and 
(bj emphasised the unlikelihood of the study pro- 
ducing specific,. normative advices for sponsors. 
3.9 Report No. 7: A REVIEW OF PROGRESS TO DATE AND OUTLINE PLANS FOR 
DEVELOPMENTS UP TO 1977 
- 
The purpose and general contents of this report are fully explained 
in the Methodology section. The report was written by the study's 
directors and was concerned with maintaining the continuity of the 
overall research, once the current study had been completed. The 
report did not contain any material immediately relevent to the main 
study being conducted at the time. It is not, therefore, presented 
as supporting material here. It did, however, contain a brief 
summary of the rationale of the existing project, and no doubt served 
to enhance confidence in the programme of current research. 
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3.10 Report No. 8: 
Introduction 
THE SETTING OF ADVERTISING BUDGETS 
This report summarised much of what has been written on the topic of 
exp'enditure on advettising, and how such expenditures are. and can 
be, derived. 
.. 
The report aimed to draw on material from theorists 
as well as practitioners, and. wherever possible'to cite empirical 
findings. Primarily intended for members of the Committee of Sponsors, 
its role 
' 
in the development of the overall project is outlined in the 
Methodology section. It attempted throughout to analyse the material 
drawn from the literature into conclusions- for. practising marketing 
managers. Emphasis was placed on stating the sort of products, or 
markets, to which any conclusions were felt to apply. This emphasis 
was used because, by this stage in the overall study, it was realised 
that 
(a) advertising was used for different purposes 
(b) advertising was thought , 
to "work" in different 
ways in different circumstances 
different types of objectives were used for pro- 
ducts in different marKeting circumstances 
Contents of the Renort 
The contents list of the report indicates the full range of material 
presented. This was so i 
mewhat intentional in that it was hoped that 
the report would be used as a reference document as much as anything. 
Just as Report No. 4 ("How Advertising Works") had been a major com- 
pilation of the affectual-influences on advertising performance, so 
this report was intended to put into context the many issues thought- 
to bear on setting budgets for advertising. 
Broadly, this report was divided into three sections. The first 
dealt with the economists' view of expenditures on advertising: 
these were cast as being the most theoretical. In general it was 
shown that much economic literature on advertising ignores the fact 
that some advertising, and a major part of actual total national ex- 
penditure, is conducted-for partly long-term purposes. It was also 
shown that most of the methods advocated, in economic literature, were 
single derivatives of, or alternative versions of, the margainalist 
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principle. In order to use any of the methods advocated, one usually 
needs to know the relationship between advertising and sales results: 
most practising managers-would find this an untenable-requirement. 
To be fair to the economists' viewpoint, their purpose has usually 
been to try to derive theories about the macro effects of promotional 
expenditure, rather than as it effects individual products or brands. 
The second part of the report examined the contribution of management 
science and its potential role in helping to set advertýsing budgets. 
The-framework for this part of the study was very much that of examining 
various models, and findings, against types of market situations to 
which they related. Hence, the work of management scientists was 
categorisýed not so. much by methodology, but by the market type to 
which a piece of work seemed to relate. Hence, new product models 
and analyses of advertising levels and sales achievements for new 
brands were examined together. 
The final part of the report attempted to appraise the practitioners' 
approach to advertising budget setting. The term "practitioner" was 
meant to include those responsible for managing advertising, and those 
who professionally advise them, who are predominantly advertising 
agency. personnel. The section also included an analysis of adver- 
tising expenditures'an the sample of products studied in the project. 
This was to examine hypotheses about the main, quantifiable, factors 
thought* to infludnc@ budget sizes. 
The appendices to this report were quite extensive. The first one 
summarised all the 18 different ways which had been found, which 
suggested how advertising budgets could be set. A brief critique 
was given on each. The. next two appendices demonstrated the deri- 
vation of some of the basic economists' principles and defined some 
of the terms found in the economists'-literature. Examples were 
given of how to use two of the management scientists' approaches: 
worked examples were quoted. Next, the data from the sponsor com- 
panies were presented, which showed advertising levels appeared to 
have an effect on the growth of own label products. Finally, a 
listing was given of the data that had been collected, by the research 
team, an each product and which included advertising expenditures. 
Some 23 quantified observations were available on each product. This 
last appendix was provided for sponsors so that any suggestions 
could be made an the sort of analyses that might provide further 
ins-ight on the levels of. advertising required for different types 
of products. 
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Comments on the Report 
The Executive Summary, at the front of the report, and the Concýusions 
(page 92) encapsulate the main findings and advices. 
Fixed A/S Ratios: The methods advocated by the economists' literature 
are generally dismissed as being-inappropriate to 
individual brands. It is noted,. however, that their methods mostly- 
pdvocate the maintenance of fixed advertising-to-sales ratios, to 
which many practitioners. subscribe, but for different reasons. In 
fact, the fixed a/s ratio is roundly criticised in marketing textbooks. 
There is a deferidable rationale, however, which is not appreciated by 
those who do not acknowledge that advertising is used for different 
purposes. It could well be considered logical to retain a. fixed 
a/s ratio for 6 product 
(a) whose advertising's main purpose is to retain 
existing customers; and/or 
(b) whose advertising is mainly used to remind customers 
who buy infrequently and for whom'each purchase 
occasion is an in. dependent event. 
Point (a) suggests thaý where advertising is used to retain existing 
customers, it is essentially an additional cost attributed to 
achieving the sale of each item. As-the number of items sold re- 
duces, then the sun of promotional expenditures per item will re- 
duce. I thinK this reasoning underlies the many variations-on fixed 
a/s ratios; for example, case-rate levies to generate advertising 
budgets. From talKing to executives about their budgetting for ad- 
vertising in this way, I do not believe they fully appreciate that a 
budget set in this way is essentially for protectionist purposes. In 
the report, the many limitations for using fixed a/s ratios are cited 
and are appropriate to situations where advertising is used for other 
purposes than solely to retain existing users. 
Point (b) would'apply to markets where customers buy infrequently 
and where what was purchased last time does not have any influence 
on the next purchase, i. e. no learning or preference develops. it 
would be argued that in this situation, there is a cost of reminding 
each potential purchaser, and. the total cost of reminding every one 
of these will be proportional to the total sales. Hence, total 
condemnation of fixed a/s ratios'may not be warranted, particularly 
where advertising is used for the purposes cited above. In fact, 
Nerlove and Arrow (1962), as described on page 11 of the report, 
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suggest much the same conclusion by postulating the need to maintain 
"goodwill" in customEirs. Their analysis suggests that a -Fixed a/s 
ratio is appropriate to market circumstances where 
i: there are no economies of scale in production 
ii: price elasticity is constant 
iii: the total market is stable 
iv: oligopoly prevails 
Nerlove and Arrow have been criticised by other economists for assuming 
that, in effect, current purchasers are not effected by past purchases, 
past prices or past incomes, and that some magic ingredient called 
"goodwill" is the main determinant of purchase. Nerlove and Arrow 
were not able-to specify in marketing language the sort of situation 
to which their analysis applied. Their analysis does not apply to 
all markets, because their assumptions do not always hold, bg:. past 
purchases have no effect on current purchases. However, I. would sug- 
gest it does have a relevance to the situations (a) and (b) outlined 
above, and that points i- iv are often found also in these markets. 
Hence, in some circumstances fixed a/s ratios are defendable. 
The Use of Models: The report suggests, in its conclusions, that 
mathematical models of a market can be Used to 
arrive at "order 
* 
of magnitude" estimates for advertising budgets. 
However, it is stressed in the report that': this should be done in 
conjunction with the task approach to setting advertising budgets. 
The emphasis on the use of models was intentional in the report. The 
distinctive approach used in the report was to put each model thought 
to have some potential practical use, into a category of market, or 
product, situation to which it was appropriate. It has been sug- 
gested by others, as reviewed in the report, and fully endorsed by 
me, that the lack of use made of the modelling approach is partly 
due to their being "oversold" originally, and partly because potential 
users tried to use the wrong model for their particular situation. A 
model developed, and maybe even tested, in new product situations is 
unlikely to be appropriate for an old well-established product. 
It was also appreciated that among members of the Committee of Sponsors, 
there were those who seemed to believe that the modelling approach was 
the only true course to better decisions. The report tried to pro- 
vide a reference document, and a certain amount of education, on models 
for marketing decisions, including advertisingfor these sponsors. 
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The Practitioners' Approach - the Task Method: This section of the 
report tried to 
examine the advertising. budget decision in the fuller context of 
marketing decisions and. compqting priori. ties. Having done this, 
the report advocates the use of allocating financial resources to 
advertising in line with the objectives that. have been set for ad- 
vertising to achieve - the Task approach. 
The advised framework that I have subsequently developed (and which 
is also given in Report No. 11) is shown below. It enables the Task 
approach to be integrated into the organisational context of the way 
budgets have to be set in practice. 
Table V: A Framework for Setting Advertising Budgets 
Corporate Objectives 
Marketing Objectives 
Agreed role -For 
Fin nce advertising Finance 
available I required 
Advertising Objectives 
agreed/feasible/specific 
Expenditure Required 
to fulfil 
Advertising Objectives 
Advertising Expenditure to 
fulfil advertising role con- 
sistent with marketing and 
finance objectives 
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The main point that this process highlights is that it should be an 
iterative one. Initially, advertising objectives should be set con- 
sistent. with the marketing ones. The cost of achieving the adver- 
tising objectives should be estimated and then compared with the 
money that has been made available, which takes other organisation 
considerations into account. If, as is claimed usually, the money 
available i§ not sufficient to meet the amount required to meet the 
advertising objectives, these must be scaled down. This in turn 
must mean that the marketing objectives are scaled down too, if ad- 
vertising were ti play a role in helping them be achieved. It is not 
usual for marketing objectives to be changed when advertising budgets 
am cut, but it is argued here that they should be. 
This. frameworK has been presented to seminars in sponsor companies 
and generally agreed-tobe logical. Criticisms that are made are 
practical ones usually. For example, it is suggested that it is- 
not possible to put figures on the cost of achieving certain adver- 
tising objectives. After debate it is usually conceded that this 
framework, if consistently followed, would allow a systematic learning 
process to be instituted, and also provide a framework for more rational 
discussions on the consequences of changing advertising budgets. 
Welfare Considerations: In many of-the texts on the economics of 
advertising, the wider social consequences 
of advertising are explored. The report presented to the sponsor 
companies did not consider these aspects. It examined advertising 
expenditure as primarily a business expense as far as the manager 
of an individual product would be concerned. The only concession 
to the need to appreciate the arguments on the possible aggregate 
effects, was to note that it was important to appreciate the econo- 
mists' views. As a discipline, economics, and economists, tend to 
influence those who formulate and administer the law as it effects 
business. 
3,11 Report No. 9: A HANDBOOK OF PRE-TESTING METHODS 
As related in the Methodology section, this report is still in pre- 
paration by the other member of the research team, and so is not 
presented here. 
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3.12 Report No. 10: THE EVALUATION OF ADVERTISING OBJECTIVES 
Introduction 
This report summarises the main empirical work undertaken in the 
final two years of the study, together with the detailed findings. 
The Executive Sum-nary and. Introduction to the report serve best 
to summarise its purpose and structure. 
In the body of the report, the way in which advertising objectives 
are, or can be, evaluated in practice is described. The evidence 
is drawn from the sample of products whose advertising management 
had been tracked over the two-year period. In the first year, the 
advertising objectives for each product were examined. In the 
subsequent year, the way in which the achievement of these objectives 
was assessed was examined. The information used for the analyses 
presented was derived by interview and follow-up questionnaire, as 
described in the Methodology section. 
A brief synopsis of the contents of the report is given here. 
Contents 
Chapter 1: This chapter encapsulates . the background to the overall 
study and the worK leading up to the stage actually des- 
cribed later in the report. Hence, a summary of the rationale of 
the research plan is given. The need to investigate advertising 
objectives is asserted and the purpose of the empirical research is 
summarised to consist of three main issues: 
to determine what sort of advertising objectives 
are set in particular circumstances, and what are 
the influences which lead to these objectives 
to determine what sort of techniques are used in 
practice to measure, or monitor, the achievement 
of objectives 
to draw conclusions on, the degree to which adver- 
tising objectives can be measured in practice 
Next in this chapter the sample of products used in the study is des- 
cribed together with details of the information which was collected on 
each of them over the two-year period. In total, 33 products were 
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monitored over the two-yea: b period. A listing'of the products is 
given on page 18, together with the sponsor company to which they 
belong. 
Each product is identi-Fied by a code letter in all subsequent 
material presented in the report. On page 20, the products are 
listed.. by code letter and six key factors relating to each product 
are given: 
(a) the size of the market in which they compete 
(b) the type of product (one of five categories from'new 
to neo-commodity 
(c) the number of competitors 
(d) the claimed degree of competition 
(e) the average frequency of purchase 
(f) the share of the market held by non-advertised 
products 
Finally in this chapter details are given of what advertising objectives 
were set for each product as identified by its code letter. 
Throughout the reports the advertising objectives for each product are 
separated into two types: those'called advertising objectives, and 
those assessed as being marKeting objectives, according to the criterion 
described in Report No-S. 
Table 6 on page 23 gives the relative frequencies with which each type 
of objective was set for the total sample of products. It is seen 
that four main categories of objectives account for 74%'of the ad- 
vertising objectives set. These are: branding and image building, 
messages; education and information; and. attitudinal. The mar- 
keting type objectives that were, nevertheless, -set as advertising 
objectives, were much more spread from those aimed at influencing 
buyer-behaviour to those aimed at increasing the total market. -Also 
in this Table is given the relative frequency with whýich it was found 
that each type of objective was eventually assessed. Not all ob- 
jectives were assessed. 
Chapter 2: This chapter gives some details of the way in which the 
advertising for each product was implemented. Table 7 
presents for each product the main media used, the media advertising 
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expenditure, and an estimate of other promotional expenditures. . This 
latter information was derived by asking the product manager of each 
product how much money in the marketing budget was allocated-to other 
promotional activities. The definition of other activities varied 
from company to company, so the figures are strictly not comparable. 
However, this Table il2ustrates the very great extent of other pro- 
motional activity, and. highlights the great difficulty that must 
exist, in trying to derive a causal relationship between aggregate 
advertising expenditures for a product and aggregate sales results. 
The effect of the other promotional activities must exert 
-a 
con- 
siderable influence. This sort of information was rarely found to 
be present in the studies reviewed in Report No. 2(ii) (the "Post- 
display Analysis of Promotional Effectiveness"). 
The extent to which the advertising was subjected to pre-testing 
evaluation is shown in Table 8, page 28. It is noted in the text 
that pre-testing techniques are still being developed, and that for 
several years there has been a major swing away from the use of 
1 arge-scale questionnaire or mechanical device-aided techniques. 
Only one out of the 33 products used pre-testing to select the best 
from a competing set of advertisements. 
Chapter 3: This chapter explains the way inforTnation was collected 
and coded to examine the degree to which objectives were 
assessed. As described in the Methodology section, each company was 
visited and the product managers and relevant research executives were 
separately interviewed to. determine 
(a) how the past year's advertising, and specific 
objectives, were assessed for their degree of 
achievermnt 
(b) what research had been conducted which provided 
information related to the producVs marketing 
and/or advertising performance 
From this information, the research team recorded the way in which each 
advertising was evaluated by the sponsor company concerned, and what 
information was used to make this assessment. 
Nine categories of assessment means were derived from the many res- 
ponses. recorded. These are detailed in Table 9, page 34. It is 
stressed that this typology is not comprehensive or absolute. it 
was derived intuitively from the. information merely as a method of 
78 
summarising it. Table 10 (page 351 gives the four main categories 
--of rea sonsstated 
for those objectives which were not formally ass"essed. 
One of the categories is termed "managerial. judgement". In fact all 
the categories are the result of managerial judgement. However, those 
situations classed. under this heading are those where it was considered 
by the research team that. no serious decision seemed to have been made 
not-to assess the advertising: ihe situation had occurred by default 
and the people interviewed were post-rationalising some sort of 
reasoning. This is a subjective assessment, however, on the part 
of the research team. 
The-extent to which assessment was undertaken was graded into -four 
categories. It was obserVed that assessment methods ranged from 
those undertaken as a matter of routine and on a regular basis, to 
those that relied upon the chance provision of information. An 
example of the latter type would be the receipt of favourable trade 
comment on-an unsolicited basis. An example of the former would be 
the systematic collection of trade comment-by survey on a regular 
basis. 
Hence for every product and every objective set for it, it was possible 
to record 
(a) whether the objective was assessed 
(b) what assessment category was used 
(c) the extent to which the objective was assessed 
Tables12-15 present this information for the sample of products in 
various different ways. In all the Tables, the classifications of 
objectives are shown: advertising objectives and those classed as 
really being marketing objectives, although. they had been set as 
advertising ones. Table 16 shows the products for which no assess- 
ment was made of the objectives and why no evaluation was undertaken. 
The Tables show that the most frequent category. -of assessment method 
is that terTned "attitude/image response", followed by that termed 
"advertising conýent monitor". This latter category consists mainly 
of methods measuring advertising recall or awareness. The third 
most frequently cited category was that which used aggregate sales 
levels as the guide to advertising success. For those objectives 
which were classified as marketing objectives, sales data was the 
predominant information used to assess achievement. 
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Chapter 4: In this chapter, the methods of comparative analysis 
used in Report No. 6, were used. Seven separate analyses 
were undertaken, in each of which. the sample of products was broken 
down into sub-c. ategories of similar product or market type. Their 
advertising objectives and methods of assessing these were then com- 
pared. for similarities and contrasts. The seven separate analyses 
were done by grouping -the products on the following criteria: - 
i: durable - non-durable products 
ii: product type 
iii: market situation 
iv: phase of the product life cycle 
V: the extent of defensiveness or offensiveness 
of the product situation 
vi: the advertising/sales ratio and market situation 
vii: the level of advertising expenditure 
These seven ways of examining the sample comparatively were chosen 
as described in Report No. 6i those suggested by management textbooks 
augmented by those felt. intuitively by the research team to be appro- 
priate to the particular sample. Hence, the influence of the extent 
of own-brand sales in some of the definitions of sub-categories. At 
the time of the study, many of the grocery goods companies were very 
concerned about the'growth of-own-label products. - Much of the mar- 
keting effort and verbal comments* seemed directed to this topic. 
In Tables 17-23, the total sample of products is broken down into 
sub-categories of similar groups on various criteria. The advertising 
objectives of each grouping are compared and contrasted in the text 
following each Table. Similarly, the advertising assessment methods 
employed. in each group are compared and contrasted. 
For example, the sample of products is split into durables and non- 
durabZes in Table 17, page 50. For each of the two categories ex- 
pected advertising objectives are stated by the research team. These 
expectations are based upon what the research team felt would be con- 
ventional, textbook teaching. In effect, simple hypotheses were 
postulated. These wýre the 
'n 
examined against the data in the Table. 
It was suggested, for example, that durable products would have ad- 
vertising objectives aimed at conveying factual information, whereas 
this sort of objective would be less prevelant in non-durable products. 
The average number of information objectives set per durable product 
was 0.43, and for non-durable products it was 0.38. Hence, the 
hypothesis is not substantiated. 
Another hypothesis was that durable products would not use advertising 
to gain trial, whereas non-durable products would. No trial-objectiye 
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was found for durable products, and five were among the non-durables. 
Hence, this hypothesis did have some support.. 
Many other hypotheses are proposed and tested in: this way on the data 
presented in the Tables. Expectations about the wpy objectives 
would be assessed am similarly examined. 
The product life cycle analyses (Table 20, page 63) and the analyses 
that follow, are another ititeresting example. The Table on page 65 
examines the number of advertising objectives of the various types 
that are set per product at each stage of the product life cycle. 
Sow expected results ar e found and some contradictory ones. For 
example, the highest number of "awareness" objectives occ , ur at 
the 
introduction stage. However, in the decline stage, the second highest 
occurrence of "awareness" as an objective, is found. This might be 
explained by declining products being re-launched. The same pattern 
is also observed for the "trial" objective. 
The "loyalty" objective does con-Form to expectations. At the intro- 
duction stage, no loyalty objective was found, while those products in 
the mature stage had the highest use of "loyalty" as an advertising 
objective. 
In general, assessment methods are used 
* 
as would be expected, taking 
into account. the various considerations related to individual product 
types. 
Another analysis detailed at the end of this'chapter attempts to 
examine products grouped according to the similarity of the assess- 
ment methods used to evaluate their advertisin'g. No major insights 
result from this analysis, and no obvious patterns emerged. Hence, 
one could conclude that a particular assessment method is used in a 
variety of different product and market circumstances. ' 
Chapter 5: This chapter presents 15 brief case histories of some of 
the products from the samp'le of 33. In each case history, 
the market circumstances are described together with the advertising 
objectives that were claimed, by. product managers, to have been set. 
It is then-related how these advertising objectives were attempted to 
be assessed. These cases were included in the report to 
(a) further substantiate the main points demonstrated 
in the analyses in the report 
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(b) present some cautionary tales as well as exemplary 
examples 
(c) further use material that was in the research team's 
possession and add authenticity to what might have 
appeared as a rather abstract set of figures 
Conclusions 
Six major conclusions are presented in the report. Chief among these 
is the assertion-that all the advertising (as opposed to marketing) ob- 
jectives that were set across the sample of products, were measurable 
for their degree of achievement. This was not to say that all adver- 
tising objectives for all products were assessed by their managements, 
but that every type of objective was assessed by someone somewhere. 
It is, therefore, concluded that advertising can be assessed for its 
effectiveness if proper advertising objectives are set. 
The other conclusions are more correctly "observations" on advertising 
management. They are not identified with any systematically set-down 
evidence, but are based on several case studies from within the sample 
of products studied. However, it was felt useful to make these ob- 
servations in. this report so as to prompt their consideration by the 
sponsor group. 
Essentially, the whole approach presented in Report No. 10 is very posi- 
tive. The reasons for non-assessment were not probed very fully. 
Similarly, the reasons for adopting a particular assessment method 
for an'objective, as oppos'e ,d 
to some other method, were probed during 
the interviews, but not prIesented in ýhis report. 
Another important issue that was not examined is that of the decision 
on how much to spend on the measurement of advertising. This topic 
was never in the research remit. As noted in the report, however, 
much of the assessment of advertising is conducted as part of a general 
assessment of the product's performance in the market place. Adver- 
tising monitoring in many cases is a by7product. of checks of the 
acceptability of the product in the market place, for example usage 
and attitude studies often include advertising awareness questions for 
good measure, but as a second , ary 
interest item. It would be difficult 
to unravel the cost of monitoring-advertising alone in these circum- 
stances. 
'e the overall However, the main purpose of the report was to consolidaL 
momentum that had built up, in the collaborative study, around the 
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value of setting advertising objectives. The report should be 
judged in this light. It presented some evidence that advertising 
objectives could be measured, if it was desired to do so. It did 
not dwell on any difficulties. It was, perhaps unconsciously, aimed 
at providing confidence in the sponsoring companies to be more posi- 
tive about setting objectives for advertising so that they could, 
among other things, measure the outcome more definitely. 
3.13 Report No. 11: HOW WE BELIEVE SPONSOR COMPANIES CAN IMPROVE THEIR 
ADVERTISING EFFECTIVENESS AS A RESULT OF THE STUDY 
WE HAVE CONDUCTED 
This report presents the chief findings of the overall study. As 
well as those findings that were a result of the more formal empirical 
study, many issues are presented which are believed to be important 
considerations for the effective management of advertising. This 
material would best be described as "observations" which are derived 
from the experience of conducting the study. For example, the issue 
of the "time considerations in advertising planning" is in-spired by 
the cautionary tale of one of the products in the sample. The 
managers of this product did not plan the re-. launch advertising beyond 
a year ahead. Subsequently, they found that it was not. possible for 
the advertising theme they were using to be further developed. A 
new theme had to be found and used. Subsequent'. research showed 
consumers to be confused because of the change of theme. 
Section 5 of this report is a summary of Report No. 4, and is presented 
because it was felt to complemen 
't 
the other material, and that those 
who would read Report No. 11 would probably not have read Report No. 4. 
The role and use of Report No. 11 is described in the section on Metho- 
dology. It was aimed at marKeting management within the sponsor 
companies. It was assumed that the-normal format of the research 
re'ports would not be attractive to such an audience. Hence, the 
succinct unacademic style was adopted. 
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Chapter 4: THE EFFECT OF THE STUDY ON 
SPONSOR COMPANIES 
4,1 INTRODUCTION. 
This section describes some of the observations that have been made 
on the effect of the study on the companies which sponsored the 
study. The observations presented here have not been collected 
systematically; they are in the way of an informal. assessment. - 
It would be difficult, however, to gauge the 
' 
effect of the study on 
sponsor companies since, among many problems: 
(a) it would be necessary to estimate their behaviour 
had they not been part of the study 
(b) the effects may taKe time to show their impact 
(c) personnel and business environment changes will 
modify eff . ýcts 
The information one can use to assess the impact of the study falls 
into two categories: 
definite changes in company Policy which correspond 
to the study's recommendations, or Vhich are overtly 
attributed to the study by the company 
statements or actions made by company personnel that 
could be linked to the recommendations of the study 
in the opinion of the researchers, who Know the per- 
sonnel involved. This information is naturally very 
subjective. 
In the assessment that follows, the two categories of information are 
clearly delineated. 
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4.2 THE SOURCE OF INFORMATION 
The research team has maintained contact with most of the companies 
sponsoring the original study, through the continuing research pro- 
gramme. Ouring visits to each company, I have tried to ascertain 
changes in 6ehaviour or attitudes since 
,a 
previous visit of 12 months 
before. In some instances, the company has instituted policy 
changes which they either attribute-to Vie study, or which are fol- 
lowing the conclusions of the study so closely as to have been in- 
fluenced by it. Such behavioural changes are readily observable 
and are termed behaviour change in the results that follow. Changes 
of attitude are less easily attributed to the effects of the study. 
However, where an executive was interviewed on much the same topic 
12 months apart, and has modified his views in accordance with the 
research's conclusions, this has been recorded as an attitude change 
in the Table below. 
Details o-F what were considered to be attitude or behaviour changes 
are given later (in "The Nature o-F Changes"). 
For completeness, the Table below includes a category o-f reacting 
negatively, since it is possible that-some companies could reject 
the outcomes o-F the study and. positively say so. 
It is intended to monitor the effects of the study in a more systematic 
way through observing how advertising objectives are set in each com- 
pany in future, and how systematically they are monitored. This 
necessarily must allow at least 12 months to elapse from the end of 
the study because of the time intervals between planning and executing 
advertising programmes. 
Not all companies have been visited. Six have subsequently left 
the group of sponsors at the end of the first major study. Also one 
company was following most of the recommended practices during the 
course of the study, and so may not show such notable changes as 
others. 
4.3 TENTATIVE ASSESSMENT 
The Table below indicates the extent to which companies' attitudes 
and/or behaviour appear to have been modi-Fied by the study so far. 
It is important to note that as the research team continue to have 
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contact with sponsor companies further change may occur. However, 
beha viour and attitudes may revert to their original forms if ex- 
perience does not prove them to be desirable or if personnel change. 
Hence, changes may not be permanent. 
TABLE VI: Observed Ch6nges in Sponsor Companies 
Number of companies observed* 13 
Number of companies not yet closely observed 9 
Of those. that have been observed: 
No. of companies instituting a behaviour change 4 
No. of companies with positive attitude change 6 
No. of companies reacting negatively 0 
No. of companies with no detectable changes 7 
*the total includes three divisions of one company 
treated separately; the company deemed to have had 
exemplary behaviour during the study is excluded. 
4.4 THE NATURE OF CHANGES 
All four companies that have instituted some positive change. in their 
advertising management behaviour have, naturally enough, changed 
their attitudes in line with the study's conclusions. For the assess- 
ment of changes examined in this section, I have taKen the main con- 
clusion and recommendation of our study to have been: 
(a) it is necessary to set proper advertising objectives 
(b) it is possible to measure the degree of achievement 
of advertising objectives, if necessary 
Hence, change in behaviour has been recorded as occurring in a company 
if it has changed its practice concerning (a) and/or (b), since taking 
part in our research. There are other behavioural changes that could 
result from the other findings of our study, but these have been excluded. 
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For example, our findings (in Report No. 11) suggest that frequent 
changes of advertising platforms are likely to be counter-productive. 
Long-term observation might detect 
' 
changes in this sort of behaviour 
but this would have to be spread over several Years. 
Attitude change has been assumed to have taken place within a company 
which took part in the study if company personnel formerly did not 
but do now 
i: claim to believe (a) and/or (b) 
by'their words or deeds, indicate they believe 
(a) and/or (b) 
Of the four companies observed to have changed their behaviour as a 
result of the study 
one has instituted the setting of advertising 
objectives for all its many products and has 
established a six-weekly field sample survey 
to monitor advertising achievement on the ob- 
jectives 
one h. as held a weekend meeting with its adver- 
tising agency to establish the routine of 
setting advertising objectives 
one has held a special course to indoctrinate 
its managers into setting advertising objec- 
tives 
one has spent considerable time and money dis- 
seminating the findings of the study to its 
management 
An example of an observation by me that a manager within a company 
had changed his attitude was where I visited the same manager twice 
at a 12-month interval. On the first occasion when he was asked a 
question on a particular topic (thresholds for advertising expen- 
diture) he claimed he did not know the ideal answer, but accepted 
the agency recommendation. After receiving the presentation of the 
results of our study, and then being interviewed by me 12 months 
later, and asked the same question, he "lectured" me on the wisdom 
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of setting advertising objectives to help solve such a problem. 
This missionary zeal was witnessed in several executives within 
the same company. At present it has not been possible to verify 
that this changed attitude has had a positive effect on the nature 
of the advertising objectives set. * This same 'company has recently 
appointed two new advertising agencieb, whereas for the past seven 
years it-has had the same one for all its products. If anything, 
this suggests that new attitudes suggest the need for change somd- 
where, or, put another way, lead to disatisfaction. 
Consequently, it must be stressed that the findings expressed here 
are based upon subjective observations, particularly on the atti- 
tude changes. However, it is probable that some attitude changes 
have taKen place in some companies which have not been detected. 
Similarly, it had been observed earlier in the study that the re- 
searchers! dissemination of policies practised in some companies, has 
lead others to adopt them. For example, in the initial reconnaissance 
fieldworK (Report No. 1), it was found that three companies did not 
pre-test advertising, but it was stated that the majority did.. The 
researchers naturally questionned the minority as to why they did 
not. In the next round of fieldworK, it was found that only one 
company still did not pre-test on a regular basis. Hence, the 
impact of the study may be underestimated. 
4.. 5 CONCLUSION 
Of the 13 companies specifically observed, there is some evidence, 
albeit subjective in some instances, that in nearly half some change 
in behaviour or outlook has been induced by their being part of the 
collaborative study. 
It may be that in other sponsor companies opinions have been con- 
firmed for certain individuals by their observations of the outcomes 
of the study. This may well have value to these individuals and/or 
their company. However, this introduces the question of the utility 
of greater confidence in decision-making. It could also be argued 
that those companies in which attitudes and/or behaviour have changed 
as a result of the study, may not have changed-for what is commercially 
better. The aim of the study, however, was not to produce details 
of best practice, but to provide the material and observations from 
which companies could derive what is better for them. This issue, 
however, is debated more fully in the section "An Appraisal of the 
Study". 
88 
One final observation must be made on the impact of the study and 
the ab: Llity of any such study to cause change. When asked if they 
agreed with the conclusions of the study, almost all remaining mem- 
bers of the Committee of Sponsors, or groups of managers addressed 
at presentations, replied that they did. Many, however, were not 
confident that they would be able to implement the conclusions. 
The most frequent reason for probable non-implementation was the 
perceived rigid views held by the organisation and/or a senior in- 
fluential executive. 
The ability of a research programme to stimulate the adoption of 
its findings is considered in the next section. It is suggested 
that the study described in this exposition could be considered as 
an 'Action Research' programme. The definition of 'Action Research' 
and its potential for overcoming organisational inertia is explored 
in this. next section. 
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Chapter 5: ACTION RESEARCH 
WHAT IS ACTION RESEARCH? 
In 1973, the Central Policy and Review Board under Lord Rothschild 
pronounced that, in future, -research funds should be channelled in- 
to projects that would produce actionable findings related to in- 
dustry's and society's problems. . Research for research's sake was 
no longer to be encouraged. This policy raises many issues, but 
the one to be explored further here is that of the problem of the 
application of research findings. It is often claimed by frustrated 
researchers that their findings are ignored or misapplied. Another 
common assertion is that it takes 10 years for a new idea, or re- 
search -finding, to become adopted by the majority of decision makers 
in management. 
One approach that has been suggested to aid the problem of gaining 
acceptance for the application of research findings is to use th6 
methodology of Action Research. Essentially, the approach seems 
to posit that it is necessary to include in the research programme 
the study of how the system under examination changes and reacts to 
information and ideas. The objectives of the research may even in- 
clude the statement of the need for the exercise to cause change. 
Hence, the researchers accept a dialectic role, and forego the caution 
of needing to remain "unobtrusive" so as not to disturb the system 
under study. This overall approach would seem to a-dvocate the col- 
laboration between the researchers and the researched so that both 
learn from each other and both progress. 
It would be easy to be churlish and dismiss the above attempted 
definition as being that which describes consultancy. If it is 
conducted by people from an academic institution, it might be argued, 
it does not automatically maKe it become something more respectable 
or grandiosely titled. I thinK the essential difference between 
consultancy and Action Research lies in the objectives of the re 
search exercise. Action Research would seem to have a dual set of 
objectives: 
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those of the researched, which are to shed light 
on his problem and point to actionable decisions 
those of the rese archer, which am to contribute 
knowledge and understanding to his subject area 
from which others can benefit, and to ensure his 
findings are actionable, if necessary. 
Both sets of objectives must be acknowledged by both parties, it would 
seem, for Action Research to be viable. 
5.2 THE DEVELOPMENT OF THE ACTION RESEARCH APPROACH 
The realisation that Action Research -forms a coherent methodology seems 
to have evolved over many years and many studies which embody the 
essentially collaborative purpose. The Tavistock Institute of Human 
Relations has since the early 1950s stressed the approach of obtaining 
collaboration from members of an organisation in attempting to help 
them solve their own problems Ceg: Elliott Jaques (1)). Lewin has 
Seen ascribed the role of the father of Action Resear&h (eg: Gill (2)). 
The Lewin School of. Social Psychology stressed the need to study the 
dynamics of change in the environment in which it took place,. rather 
than attempting to unravel causation through "controlled" laboratory 
conditions. In , 
an early exercise (1943), Lewin examined the relative 
success of group discussions versus lectures in changing housewives' 
food-selecting habits. The group discussion approach, with house- 
wives themselves participating, proved much more effective than the 
lecture in overcoming the housewives' reluctance to buy offals. The 
study of group behaviour and dynamics, often by what seems to be 
essentially Action Research, has been described by Lewin (3) in 1947. 
Other management scientists working almost entirely within industry 
have long been concerned with the implementation of their work. One 
of the dictates of professional conduct was to "agree the problem with 
the manager" before scurrying off to solve it by whatever (mathematical) 
technique seemingly appropriate. The application of management science 
to marketing seems to have been particularly slow in acceptance (Fisher 
and Hirst (4)) and the Action Research methodology has been spelled out 
as the approach that must be adopted (Little (5), Montgomery (6)). 
For example, ýor marketing models to be appropriate and useful to 
managers, it is advocated that they are actually involved in the de- 
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velopment and construction of the models, rather than being the 
passive recipients of a magic formula. Some of the considerations 
of trying to solve o rganisations' problems by "scientific" methods 
have been explored in Lawrence (7). 
5.3 THE METHODOLOGY OF ACTION RESEARCH 
Action Research has tended to be used in, and defined by its use in, 
organisational and behavioural research. From case studies and re- 
ports of Action Research in practice (eg: Gill (2), Sadler and Barry 
(8)), one could define the essential steps as being: 
Perception of problem, by sponsor and/or 
researcher. 
2 Joint discussion of problem by sponsor and 
researcher 
3: TerTns'of reference and objectives of both 
. parties agreed 
4: Reconnaissance and information gathering. 
Joint formation of preliminary theories and 
approach to the problem (re-definition of the 
problem if necessary) 
5: Further information gathering. Joint diagnosis 
of solution 
6 Joint discussion of the solution and its 
implications for action 
7: Action by the sponsor, if necessary. Researcher 
refines and reports the findings to his own 
community 
Should a similar problem occur in -Future, both 
researcher and sponsor have "learnt" about the 
problem 
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Does this basic methodology differ from the perhaps more traditional 
view of scientific method? The traditional view could be expressed 
as following the broad steps: 
Statement of. the problem (normally by the researcher) 
2 Observation and/or experiment related to problem. 
area 
3: Inductive generalisations (and/or re-definition of 
the, problem, if necessary] 
4: Testable hypotheses generation 
5: Data collection related to hypotheses 
6: Attempted verification of the hypotheses 
7: Knowledge (about the problem area) 
It must be remarked that Popper*(9) has cogently argued that it is 
only possible to disprove a hypothesis. However, the basic process 
outlined above has been religiously followed in the physical sciences 
since the 19th century, and in the behavioural sciences for many 
decades. 
It could be argued that the basic steps of Action Research do not 
differ from those of the "true" scientific method. both start with 
a problem, followed by the formation of a tentative theory or hypo- 
thesis, which guides data collection. The hypothesis is then in- 
vestigated and the conclusions drawn. 
Pedler (10) has suggested that Action Research differs from the trad- 
itional process because it starts not from theory but from observations 
on the problem. with no preconceived ideas. This would seem somewhat 
ideologically naive, and not a key differentiating feature. 
The main differences between Action and "pure"'research traditions 
have been proposed by Gill (2) to be: 
1: Problem Presentation: 
The Action Researcher usually works on a problem 
presented by a client, or sponsor, or at most mutually 
agrees the problem definition with the sponsor. The 
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basic researcher on the other hand is involved with 
solving a theoretical problem which may or may not 
have practical application. The latter aspect is of 
secondary considerat 
* 
ion. The pure researcher has to 
seeK compliance from a passive organisation who can 
supply information in accordance with the researcher's 
wishes. 
2: The Contract 
Both approaches involve a point where the researcher 
contracts to undertaKe worK with the sponsor's system. 
However, the Action Researcher must develop an under- 
standing with the sponsor and win acceptance of his 
abilities and the value of-the joint approach. The 
respective goals of each party to the contract must be 
established and respected by all concerned. If this 
stage is not undertaKen satisfactorily, the Action 
Research method is liKely to be unsuccessful; conflicts 
will arise which may be counter-productive. The basic 
researcher, howevqr,. has a more detached role in his re- 
lationship with those being researched. Tois stage is 
important to him to proVide the necessary data, but once 
the data is collected, his relatioýship with the people 
in the system under study can deteriorate without seriously 
affecting his results. 
3: The Researcher's Role 
The basic researcher is usually in a detached role. 
He is interested in exploring a problem and the ability 
to test his hypothesis. His main responsibilities. are 
not to help an organisation with its problems and cer- 
tainly do not include any responsibility-for implementing 
change. The Action Researcher, on the other hand, has to 
resist being castýas an expert on the problem under study. 
It. is in everyone's interest that the problem is tackled 
on a collaborative basis. The assertion of an expert 
status might stiffle in-company development of skills and 
initiative. Each party in the collaborative exercise 
can have ideas to contribute and each source is equally 
valid. 
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4: Problems and Hypotheses. 
To justify being called "research", work undertaken 
by the Action Research methodology must add to a body of 
theory. This assertion would seem to cause the greatest 
doubt about the merits of Action Research. Problems ana 
associated hypotheses that are too general to test abound 
in the. sbcial sciences. However, highly specific hypo- 
theses which are easy to. test are often inconseqdential. 
In order to test a theory, hypotheses are essential, and 
in order to test-them in action (an ingredient of Action 
Research) might involve experýimental controls of the type 
not viable to a sponsor under competitive pressures. The 
basic researcher has no such problems of contribution to 
theory. Whether the theory has relevance to the (business) 
world is not usually at issue in his research. 
5,4 THE APPLICATION OF ACTION RESEARCH 
Action Research is liKely to be difficult to undertaKe and justify 
mainly because "it serves more than one master. It'must satisfy the 
sponsor of the research as well as the scientific/academic community. 
Also, by its very nature of devoting resources to understanding the 
dynamic system and the needs of the implementation, it is unliKely to 
push bacK the frontiers of Knowledge on a specific topic as far as 
the application of a basic research methodology. Consequently, the 
Action Research approach would not satisfy sponsors who believed 
they were fully in control of a system, and could implement any. change 
to it. Hence strains are liKely to develop during the course of a 
project because the sponsor wants attention paid to his problem, * 
whereas the researcher may find the need to contribute to Knowledge 
(publish results) more worthwhile from the point of view of his own 
objectives (career development and progression). Rapoport(ll) has 
claimed that Action Research: 
"aims to contribute both to the practical concerns 
of people in an immediate probrlematic situation and 
to the goals of (social) science by joint collabor- 
ation within a mutually acceptable frameworK" 
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He also adds that the distinguishing -Feature of Action Research is 
in its immediacy of involvement in the action process. Foster (12) 
believes that one should also stress the need of the sponsor and' 
researcher to be involved in change. 
There seems to be an undue emphasis in many descriptions of Action 
Research o*n the need to wreaK change in the system under study. 
There does not seem to be any major reason for this insistence. 
Admittedly, it is usually assumed that the solution of a problem 
will require some form of change, and research is not often re- 
quested unless there is a problem. However, research could be 
undertaKen to review a situation and show that there is no need, 
at present, for any change. There seems no reason why the Action 
Research methodology could not be utilised satisfactorily to both 
sponspr and researcher's benefit, each'would learn about the system 
studied by interacting with the other. 
This possible difficulty over definitýon could be resolved by des- 
cribing "Action" as being any interaction between researcher and 
sponsor organisation, such that the latter at least gained knowledge 
and insight about the system under his*contral, and upon which the 
research was conducted. 
Th6 definition of the "* Research" component would include the deri- 
vation of new Knowledge of any Kind and form, which could be incor- 
porated into the recorded and transmitted body of theory, method 
and practice. 
5.5 SUMMARY OF ACTION RESEARCH METHODOLOGY 
It seems that the necessary conditions for Action Research to be 
undertaken on a particular problem are that: 
(a) the sponsor and researcher agree on the problem 
de-Finition 
(b) the sponsor and researcher agree and acknowledge 
each other's objectives in undertaking the re- 
search: thEý former requires a problem to be 
examined for a possible solution; the latter 
requires to develop Knowledge on the problem area 
for wider dissemination 
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(c) the sponsor and researcher must honour each's 
commitment to the attempted achievement of the 
other's objectives 
(d) the exercise must be fully collaborative 
For an Action Research programme to be implemented, it would also 
seem desirable th. at the researcher has a good working knowledge of 
the system under study. This is so that he can: 
communicate with the sponsor, at all levels, in 
his language, if necessary, from the commencement 
of the programme 
gain the confidence of the sponsor by being 
sympathetic and understanding his particular 
problems 
frame his requests to the sponsor for information 
in economical terms and not be greedy for the - 
sponsor's resources, which are likely to be limited 
iv: not rai s ethe expectations of the sponsor beyond 
those'that can be. sensibly expected 
V: possess a small degree of expertise so as to 
occasionally help in the sponsor's operational 
situation by directing him to advice, and thus. 
encouraging the researcher's involvement (i. e. 
maintain two-way information flows) 
He will also need to be modest so as to allow what might be his idea 
to be disseminated by others, for the saKe of the development of the 
project. 
Action Research serves at least two masters: the sponsor and the 
research/academic community. Because of its dual aims, it is likely 
to be perceived as achieving less with given resources than an exercise 
aiming mainly to satisfy one goal, be it problem solving or Knowledge/ 
theory development. 
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5.6 WHAT CONSTITUTES THE DEVELOPMENT OF KNOWLEDGE AND/OR A THEORY? 
It would seem-that the most contentious aspect of the Action Research 
methodology is its ability to "contribute to Knowledge". It is, 
therefore, desirable to attempt to summarise what appear to be the 
essential ingredients of "contributing to Knowledge" and what are 
the accredited methods of achieving*this. This is a pretentious 
aim since the topic is a major philosophical one. However, for 
completeness it is necessary to gain a perspective from which to 
appraise the research we have conducted. 
5.6.1 Theories 
The ultimate aim of research is to explain, by a set of theories, 
evehts that are observed. One theory can be compared with another 
in terms of: 
(a) its generality and ability to explain many 
different observations 
(b) its extent of development in terms of the 
number of other. theori3tical postulations that 
can be deduced from it 
(c) its simplicity (i. e. technically, how parsim- 
onious it is) 
The chief purpose of the theory is to summarise a variety of observed 
events and situations so that apparent knowledge can be stored and 
transmitted. 
A theory contains a set of concepts and it is capable of producing by 
deduction a set of propositions. The theory may be abstract but 
would be capable of producing more concrete propositions, i. e. from 
the general to the specific or from a high order proposition to a 
number of lower order propositions. If the lower order propositions 
are less abstract and capable of observation and measurement, then 
the lower order propositions will help empirically to verify the 
overall theory. Strictly speaking, a theory can only exist if such 
a verification process has been undertaken and this substantiates the 
theory. A theory would seem to possess, therefore, thn3e properties: 
concepts, propositions and the empirical verification of the propo- 
sitions. 
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In the management area, there 6re many so-called theories, but few 
fulfil all three conditions. Often a "theory" consists of a number 
of concepts and some propositions, but these latter are not empiri- 
cally verified. The "theory" in this case is a hypothesis, that is 
a potential theory. If the propositions deduced from, or contained 
in, a proposed "theory" are not specifically stated as to be empiri- 
cally verifiable, then the "theory" is only a speculation. Specu- 
lative "theories" are not to be denigrated but should be seen as 
formative statements needing further thought and refinement. 
A theory is not absolute - if it were it would be a law. A theory 
rests on the empirical verification of its propositions. The 
empirical verification is done by examining observations which are 
probabalistic in nature. Hence a theory is only as good as the 
basic observations on which its propositions have been tested. In 
fact Popper (9) has emphasised that an essential characteristic of 
a theory,. or hypothesis, is that it is falsifiable. For example, 
Newton's "laws" of motion do not hold for extremely high speed par- 
ticlesi that is, Newton's theories are not necessarily extrapolatable 
to situations for which propositions based on his theory have not been 
tested. When propositions derived from a theory do no longer corres- 
pond to observations, this should give rise to alternative theories 
and further observation. This seems an essential feature of the 
development-of understanding and research should continually test 
propositions and if appropriate revise theories. 
5.6.2 Deduction and Induction 
It has been suggested so far that a theory contai-ns a set of propo- 
sitions that have been deduced from a higher order concept. Empiri- 
cal tests can then be made to examine these subsequent lower order 
propositions. However, in the inductive procedure, one observes 
first and formulates the lower order propositions. From these 
empirical observations, the tentative higher order propositions are 
stated. Again, as with the deductive approach, one then needs to 
deduce some lower order propositions and then test them empirically. 
It might be argued that operationally them is no difference between 
the two in that, although the deductive approach starts with the 
theory, or higher order propositions, the inspiration for this cbmes 
from somewhere and this is mostly from observation. If one uses 
second hand information or sets out to examine someone else's theory 
(primarily literature based), then one should essentially be following 
the deductive route. 
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The dichotamiaation of the research process into these two routes 
has been roundly criticised, particularly in the social sciences. 
C. Wright Mills (13) suggests many fallacies in blindly adopting 
either approach. He points out that some sociologists argue that 
ltscience" is developed by amassing many pieces of information out 
of which theories will emerge (the inductive approach basically). 
Mills argues that the choice of which bits of inforTnation to-collect 
is crucial to what theories will emerge. 
Similarly criticised are those who develop theories (about society) 
in the abstract-first and then attempt to explain all the sub- 
ordinate parts. The idea that general theories are floating around 
in the abstract. and 
, 
can be absorbed and refined by the perceptive 
mind (the deductive approach) is suggested to be pretentious and 
presumptive. 
Basically, Mills and others have claimed that-the shortcoming of the 
first (inductive) approach is that it never considers the whole system 
under study, and that the second (deductive) approach may not be based 
on any study of the system as it operates. 
5.6.3 Criticisms of Theory Development 
The various criticisms of the routes to developing theories seem to 
conclude that the relationship between theory and empirical research 
is'of a dialectical nature. It is asserted (eg: Coulson and Riddell 
(14)) that in the process of testing by empirical research, ideas 
derived from*common experience or previous study, theories are de- 
veloped which are then refined and modified in application. This 
process will be subject to distortion because of the frailties of 
empirical data and interpretation, and so should be a continuous 
process. 
What is critically termed "abstract empiricism" - the inductive approach 
seems to have been associated with static mathematical/statistical 
techniques. In the marketing research literature there are many 
exercises reported-where information on a few parts of the marketing 
system is examined for its apparent causal relationship with observed 
sales results. The data used usually relate to a period of some 
time previous, and have often been collected for a variety of pur- 
poses (see Report No. Vii) for a review of these studies). Chief 
among the techniques used is "multiple regression , 
". Its attraction 
is that it is easy to use and always yields a "model" which is often 
taken to be equivalent to a proven "theory". One would argue that 
only if a set of new propositions were derived from the "model" and 
independently empirically tested, would one be approaching a "theory". 
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The other route of "Grand Theory" - the deductive approach - is 
criticised in the social sciences -for spawning new words and des- 
crioing the complexity of social systems in a complicated way, and 
doing nothing to help explain it, or are just stating the obvious 
(eg: C. WrIght-Mills (15)). Examples of "Grand Theory" abound in 
the marketing literature, but are usually found to be unverifiable 
or not verified. For example: (a) Howa * rd and 
Sheth's "A Theory 
of Consumer Behaviour" (16) and Farley and Ring's attempted test 
"An empirical appraisal. of the Howard and Sheth Model" (17), and 
(b) Lavidge and Steiner's "A Model for predictive measurements of 
advertising effectiveness" (18), and Palda's evaluation "The 
Hypothesis of a Hierarchy of Effects" (19). 
The real test of such "Grand Theory", it could be argued, is the 
utility of such theory to the system being theorised about. 
5.7 TYPOLOGIES OF RESEARCH METHODS 
Any doubts about the utility of Action Research could stem from a 
misunderstanding-of its purpose. As suggested before, there are 
&ial purposes. An observer of an Action Re. search study could be 
confused, and maybe critical of the study, if he-does not appreciate 
the dual purposes and that they are necessarily interlinKed. He is 
likely to wonder whether the purpose'of the study is, for example, 
to understand better the way management tackle a problem decision, 
or to model the decision area so as to predict the outcome of various 
decisions, or to make managers better decision makers. He may well 
feel that the nature of the problem should determine the (research) 
skill required to tackle it. He may also feel that the outcome of 
the study should either be a statement of facts, or. an evaluation 
of a situation, or a prescribed course of action. His expectations 
of the outcome would be related to the nature of the problem. 
The appropriateness of a particula'r discipline to a problem can 
only be judged against the purposes of the study. Thle dual pur- 
poses of Action Research make it likely that it is perceived by 
observers as not rigorously following a particular discipline, or 
research metholodogy. Eilon (20) has argued that research approaches 
can be broadly classified into seven archetypes. Although research 
workers do sometimes encompass properties and outlooks from more than 
one discipline, Eilon suggests that there are fundamentally different 
approaches to research. He feels it is important to discern the 
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different approaches to help explain research in management. He 
claims that the seven archetypes differ in their basic purpose, 
and that if this is not appreciated in management research, argu- 
ments about relevance and validity will remain unresolved. 
Eilon postulates seven types of researcher: 
the chronicler 
the dialectician 
the puzzle-solver 
the empiricist 
the classifier 
the iconoclast 
the change-agent 
The chrcnicler is the detailed observer who records -for posterity 
facts or patterns of behaviour. His presence in the -field of study 
is intended to have no effect on the subject matter whatsoever. 
Much market research. would come under this heading, particularly 
where its purpose is to establish the position of the company re- 
lative to the market, its customers or competitors. 
The dialectician, it is-suggested, believes that to elicit fqcts 
and understanding concerning a system involving people, it neces- 
sary for the researcher to interact with the system. He must 
stimulate debate and-unsettle the system so as to expose information 
that might otherwise have remained hidden. The dialectician, Eilon 
maintains, accepts that he may have a residual effect on the system 
b'ut this is a risk he is prepared to take for the sake of gaining 
more objective information. He does not intend a therapeutic role 
nor is he'possessed of a missionary zeal. The dialectician is an 
interactive chronicler. Group discussions and depth interviews 
might be so classified. 
The puzzZe-soZver, Eilon suggests, is less concerned with information 
collection than the intellectual stimulation of solving a well- 
structured problem. Eilon maKes the point of calling this type of 
research "puzzle-solving" since it may not be associated directly 
with a real-world problem. "Academic" research is often perceived 
by outsiders, and businessmen particularly, as being of the puzzle- 
solving type. The suggestion is that the puzzle-solVer does not 
care and does not appreciate the real world problems - he is not 
a problem definer. Santayana is credited with saying that problems 
fall into two types: those that are well understood and have simple 
answers, and those that are not well understood and do not have 
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solutions. Puzzle-solvers are attracted to the latter and the 
opportunity to delve into abstractions, so Eilon believes. Media 
selection model builders have latterly been accused of this fault. 
They are said to ignore the way media are actually used. 
The empiricist is one who concerns himself with organising and 
categorising data and information collected by others. His pur- 
pose is often to reveal insights about the total system under study 
that may not be perceived when no order is imposed on the data. 
He must produce definitions that identify the common elements in 
members of the various categories he proposes, and that differentiate 
between categories. This process requires a tentative understanding 
of the system and how it is believed to give rise to different members. 
The iconoclast, Eilon suggests, conducts research by challenging 
current beliefs. He questions assumptions that he believes are 
arbitrary or doubtful; he'questions the reasoning followed to 
asseýrt beliefs; he tries to. apply conclusions -from beliefs to 
specific cases or to generalise -from beliefs; he identifies in- 
consistencies iR beliefs; he cites evidence which refutes the be- 
liefs. The iconoclast may be positively pritical and propose his 
own set. -of beliefs which he challenges others to refute. The 
systematic collection of data or information is not usually asso- 
ciated with the iconoclast: he tends to be prompted by the ad hoc 
emergence. of fresh evidence which he it able t6 use to help refute 
other's beliefs.. 
The change-agent Eilon defines as being one "whose prime objective 
is to change a given system, not by merely studying it and proposing 
(in a consulting role) how it could be altered, but by being part of 
the system (at least for a while) and helping change it from within. 
Unlike the dialectician, the change-agent debates issues with members 
of the system, not just with the object of everyone concerned gaining 
a better understanding of its structure, but with a view to influencing 
their attitude and mode of operation, even with the intention of 
changing the structure and organisation of the system". There are 
two types of change-agent, though. One acts as a catalyst and does 
not impose his views or challenge current beliefs; he just helps 
others evolve their own solutions. The other type is more of an 
activist: he tries to steer the system towards a particular course 
of preferred behaviour. He may even argue the case for his con- 
clusions but will take responsibility for certain aspects of im- 
plementation. 
the question of whether the change-agent may be 
regarded as a research worker remains. Those who believe 
that the purpose of research in management science is to 
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identify, extend and unify scientific knowledge per- 
taining to management may regard the change-agent with 
utmost suspicion, while he may argue that his investi- 
gation methodology is not , 
drastically different from 
that of the dialectician, and that adjustments that 
are incorporated in the system give him even greater 
opportunities to study the empirical effects of change". 
5.8 ACTION RESEARCH AND THE RESEARCH TYPOLOGY 
The purpose of Eilon's exposition of research archetypes was to expose 
the different purpose in undertaking research that is implicit in 
different research methodologies. He felt this would enable judge- 
ments to be made more advisedly an management research exercises. 
He left open the question of whether the "change-agent" was a true 
researcher. The Action Researcher, as defined earlier, does not 
fit any of Eilon's archetypes completely. In some respects he em- 
bodies the same purposes as the change-agent and hence qualifies for 
much of. the criticism and suspicion levelled at the change-agent. 
Because an Action Research exercise has two basic objectives, it is 
likely*to employ more than one methodology or research-archetype. 
The researcher is'likel to act as an in-formation uatherer abd y CD 
sifter both for himself, the study, and the sponsor, and so is likely 
to be a chronicler and/or a dialectician as the need arises. it 
will not be good policy for him to adopt the stance of the puzzle- 
solver or iconoclast at the outset of a study, since that may not 
engender cooperation. However, these particular ploys may become 
necessary as the study evolves. Similarly, the role of empiricist 
might be desirable when it seems appropriate to jointly test some 
hypothesis in a systematic way. Finally, it may be necessary for 
the researcher to become the change-agent in order to -fulfil his 
obligation to help the sponsor appreciate the outcome of the study. 
In reality, therefore, an Action Research study is likely to evolve 
through several stages at each of which the researcher is undertaking 
a particular methodology for a particular purpose. The outputs of 
the study are what it will be judged by. The methodology employed 
will also be judged by the outputs. The Action Research study'is 
likely to be faced by a dilemma. Material that is appropriate and 
desirable for one audience is not necessarily appropriate for 
another. Action Research has two purposes and therefore two 
audiences: the sponsor and the academic community. 
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The communication of the findings of Action Research studies is, 
therefore, crucial. The sponsor is likely to be unsatisfied by 
academically-oriented outputs and the acadqmic community will not 
highly value those findings that are aimed at the practitioner 
and are not supported by details of the rigorous methodology and 
data. The sponsor and the academic community are likely to have 
different needs from an Action Research study, and so will require 
different forms of communication. 
5.9 CONCLUSION: ACTION RESEARCH AS A METHODOLOGY 
There would seem to be no a priori reasons why the Action Research 
approach should be rejected as invalid for conducting research in 
management areas. It must be appreciated that , an 
Action. Research 
study necessarily has more than qne objective and aims to serve two 
communities: the sponsor (i. e. the management organisation), and 
the academic world. 
The contract between the sponsor and researcher must acknowledge 
the dual needs of the study. The methodology used during the 
study is likely to evolve through several types. The communication C2 
of the findings of the study at the various stages will have to be 
tailored to the different audiences that are appropriate to the 
study's various objectives. 
An Action Research study and the Action Research approach should 
only be judged on its outputs relative to its objectives. It has 
&tat objectives. Its outputs are likely to be of two forms: one 
addressed to practitioners (the sponsor) and one addressed to the 
world of (academic) learning. 
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PPD Chapter 6: AN A %AISAL OF THE STUDY OF THE MEASUREMENT OF ADVERTISING EFFECTIVENESS 
6.1 INTRODUCTION 
This exposition has described a study of the "Measurement of Advertising 
Effectiveness" upon which the author has been engaged. A series of . 11 
reports have been produced during the course of the study, and their 
contents and role in the conduct of the study has been descriýed. 
The purpose of. this chapter is to appraise the study and its reports 
in order to determine their contribution "towards an understanding of 
the-effectiveness of advertising". - the title of this exposition. 
The particular reports th 
- 
at have been produced were, in many respects, 
af. unction of the overall approach adopted to the study. The study 
was conducted as a collaborative one, býetween a group of sponsoring 
companies. a . nd the research team, 6ased in an academic institution. The 
relationship between the sponsors-and the researchers evolved, as did 
the content of the research. Hence, the nature and purpose of the re- 
ports changed during the course of the study. This exposition has 
described the broad research approach, so that the reports can be seen 
in context. 
The main aspects covered in this chapter are: 
6.2 What have been the outcomes of the study for the sponsors? 
6.3 An examination of the research approach used irC the study 
against the criteria of Action Research. 
6-. 4 A statement of what has been learnt from this study 
about undertaking such programmes of research on 
advertising management. 
6.5 An examination of some possible criticisms of the approach 
adopted in this study. 
6.6 A summary of the potential contributions from this study 
to the system of organised knowledge on management. 
Finally, some overall conclusions are offered in this section. 
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6.2 OUTCOMES OF THE STUDY OF POTENTIAL USE TO SPONSORS 
From Report No. 2(i) onwards, there has been the continual suggestion 
that advertising evaluation is not possible without advertising ob- 
jectives. The later reports have also suggested that effective ad-. 
vertising is likely to be that which is efficiently managed. Efficiency 
in management is something that most companies can do something towards 
improving. Hence, one of the major potential outcomes of the study 
has been to indicate that by not setting specific advertising objec- 
tives, companies may not be managing their advertising as efficiently CD 
as possible. There is no suggestion that efficiency equals optimum Cý 
use of resources, but it is suggested that improvement and reduction 
of waste may ensue. 
Another theme has run through many of the earlier reports and is be- 
lieved, by the author, to be of benefit to the sponsors. At the 
commencement of the study, there was widespread confusion between 
"measurement" and "effectiveness". Effectiveness tended to imply 
such things as: improved, profitable, a noticeable effect on sales. 
Measurement was assumed by some sponsors to imply effectiveness in 
achieving desirable business goals. By emphasising that advertising 
is used for many diýferent purposes, the study has put-the terms 
rim 
* easurement" and 
"effectiveness" into a practical marketing manage- 
ment context,. and rembved, hopefully, the emotive overtones. 
Report No. 10 presented a certain amount of evidence that advertising 
objectives were measurable, if it was felt necessary to do so. A 
necessary condition for the achievement of this is stated to be clear 
precise objectives. The main potential value of this finding may be 
to give some sponsor companies the confidence to try to measure their 
advertising. It is suggested that the discipline of setting the 
necessary advertising objectives is likely to have as much value as 
discovering the level of achievement of the advertising subsequently. 
One of the chief complaints of those responsible for advertising in 
companies, is that they are unable to defend the budgets that they 
set for advertising. They readily admit that the budgets are usually 
set in the first place on rather tentative criteria. In Report Nos. 
8 and 11, it is suggested that until advertising budgets are set 
relative to advertising objectives, and'Case Lawl is developed re- 
lating expenditure to the achievement of the objectives, advertising 
budgets will always be difficult to defend. The iterative process 
advocated in the comments on Report No. 8, is suggested to provide a 
more logical framework for management discussion of advertising budgets. 
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It is hoped-that the sponsors will use the reports that have been 
presented as reference documents, and also to update new colleagues. 
In this context, it must be mentioned that a comprehensive biblio- 
graphy of references to advertising has been produced and published 
by the research team. A library of photocopied articles quoted in 
the bibliography is also available to the sponsors, and others. 
It was observed that some sponsors had changed their behaviour and/or 
attitudes, and these outcomes were described in Chapter 4. However, 
it was also observed that it took at least a year for these changes 
to become apparent. It is possible that changes will occur in yet 
further companies as contact continues. 
In Report No. 1, some 20 research topics were identified as being 
those for potential study in the course of the project. This listing 
of topics was generally endorsed at the time by the sponsors. By the 
end of the study, mafiy of these*topics had been considered either in 
the main project, or as the subject matter-of an occasional paper. 
Hence, in this respect the project must have fulfilled some of the 
sponsors' desired outcomes. 
Some of the sponsor companies had a rapid turnover in personnel res- 
ponsible for advertising decisions. These sponsors were the most 
difficult to whom to communicate the findings of the research, and 
to generally involve in the study. It is believed that personnel 
turnover has hindered any response to the study's findings in such 
. companies. 
Additionally, these companies were those who left the 
group of-sponsors at the end of the initial three-year period, with 
one exception. 
Some of the members of the Committee of Sponsors were originally looking 
for advertising's "Holy Grail" in the study. A few may have been dis- 
appointed that the "secret" has not been discovered. However, it is 
hoped that the study has put the problem of measuring effectiveness 
into context. It is hoped that arguments about the "rightness" or 
"wrongness" of various measurement techniques have been examined 
against the purpose of the advertising under scrutiny. It has also 
been emphasised that there can be two purposes for measurement in 
marketing systems: 
(a) to determine if a goal has been achieved; and/or 
Cb) to help understand why the goal has or has not been 
achieved, ie, for diagnostic purposes 
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Different aspects of a marketing system, including advertising, could 
be examined and measured to satisfy either of the two purposes. 
In the appraisal of Report No. 3, it was shown that the Committee of 
Sponsors requested that the study should produce comparative data on 
advertising expenditures, research expenditures, media use, and such 
like, across the sample of sponsor companies. This information was 
provided 
' 
in. Report Nos. 6 and 10. Hence, this small requirement was 
provided to those interested, to compare their company against others 
on these criteria. 
Some sponsors did not appear to benefit from some of the findings of 
the study that could have been of particular value to them. For 
example, one company conducted an inconclusive media expenditure test 
after Report No. 5 had been issued which warned of the difficulties of 
such exercises. Thei: r obliviousness of the contents of the report, 
which might have helped them, was not entirely their fault. The 
research team knew that sponsor compani 
, 
es did not. always read reports. 
This situation was ameliorated somewhat later in the study by providing 
Executive Summaries in the reports, and later still by running work- 
shops or seminars on the findings of the study. Hence, some potential 
gains'from the study may have been lost by sponsors because of in- 
ad2quate communication between sponsors and researchers. 
Another reason for the-possible loss of impact of the study's findings 
could be attributed to styles of management. ' In one company it was 
known by the researchers that synopses of their reports were made, by 
the market research manager, for'dissemination to the rest of the 
marketing managers. In other companies, however, it was known that CD 
research reports never went further than their repr2sýntative on the 
Committee of Sponsors. 
As described in the. fliethodology chapter, Report No. 11 has been pre- 
sented at one-day seminars to many of the individual sponsor companies. 
At'these events, company-executives often agree with most of the ob- 
servations and advices contained in the report. Their complaint, 
however, is often that they are not allowed to put such -fine ideals 
into practice by less well-informed "senior management". The study 
may, therefore, be criticised for not attempting to involve senior 
managements fully, to encourage the full achievement of the findings 
of the project. 
Report No. 11 was an attempt to produce a document that would appeal 
to senior management in all sponsor companies. It presented some 
of the findings of the study in very condensed form. However, its 
main content represents general observations on possible pitfalls in 
the management of advertising. It, therefore , represents what has 
ill 
been termed a sophisticated checkZist. This report was extremely 
well received by the sponsor companies. 
There are probably many other small benefits to the sponsor com- 
,- panies. This is suggested by many of them requesting to conti. nue 
to sponsor the collaborative project for future research. Such 
benefits probably include: 
(a) the opportunity to meet people from other companies, 
who have similar problems and interests, at sponsors' 
meetings 
Cb) the opportunity to compare their practices against 
those of other companies: a minor form of "interfirm 
comparison" 
(c) the opportunity to asK an imparýial source (the research 
team) for comments on research proposals, advertising 
problems and for information in the literature on such 
topics. 
It is difficult to assess the full impact of the study. on the sponsor 
companies. As noted in 6.4, the reasons for different companies 
joining the group of sponsors were varied. Hence, what one perceives 
as valuablej may be thought by another to be inconsequential. A 
facile judgement, perhaps, on the value of the study to sponsor organi- 
sations is that seven of the original sponsor companies did not wish 
to renew their sponsorship after the three-year period, but that seven 
new organisations have joined the group either during the first three 
years, or subsequently. 
6.3 THE RESEARCH APPROACH AS ACTION RESEARCH 
Chapter S reviewed what seemed in the literature to define the Action 
Research methodology. Briefly, it was summarised that the necessary 
conditions for an Action Research programme to be undertaken were 
(a) that the sponsor and researcher should jointly 
agree the problem de-finition 
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(b) that the sponsor and researcher should acknowledcre 
eack other's different objectives in undertaking 
0 the 
research: the former requires a problem to be examined 
for possible solution; the latter requires the oppor- 
tunity to develop and publish knowledge pertaining to 
the problem area 
(c) that the sponsor and researcher must honour each s 
commitmqnt to the attempted achievement of the joint 
objectives 
(d) that the exercise must-be fully collaborative 
Some important differences between the study reported here and those 
reviewed as Action Research in Chapter 5 are: 
There were many sponsors, rather than one organisation 
or cqmpany 
Although all sponsors had the same broad objective for 
participating, many had different particular reasons 
for being involved, eg: 
(a) some wished to reassure themselves that their 
knowledge and practice was the same, or better 
than other similar companies 
(b) some hoped to learn from other companies 
(c) some individuals wished to have a vehicle to 
keep in touch with any developments in. research 
Cd) some individuals wished to belong for status 
reasons 
(e) some companies were involved for philanthropic 
reasons. 
These suggested reasons are my subject assessments, but 
they are derived from over three years' contact wit[T the 
sponsor companies and their representatives.. 
Each sponsor company had only a small financial commitment 
to the study 
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iv: The fact that the stuoy sponsor was a group of companies 
allowed the possibility of "inierfirm comparisons" and 
-comparative analyses across a range of situations 
V: A multi-disciplinary research team was employed 
vi: Selected new sponsors were allowed to join the group 
during t-he conduct of. the study . 
None of these differences would seem to seriously jeopardise the ability 
to conduct a piece of Action Research. Ipdeed, they would mostly seem 
to enhance the group - learning aspect--of this style of management re- 
search. Point ii is potentially hazardous, and calls for a perceptive 
research team who are able to ensure that the study's output. contains 
items of interest to satisfy the range of needs of the sponsors. As 
noted in 6.5, howeverj this need can cause compromises to be made in 
the pursuit of any single research objective. 
During the course of the study, the relationship between the researchers 
and sponsors changed. I believe the researchers gained, and were per- 
ceived to have gained greater expertise and knowledge. on the topic of 
study. To a small extent, the teachers became the pupils. This 
seemed acceptable to sponsors. 
Although the study produced many reports on its work -as it progressed, 
the written word was not the only means of communication. Personal 
contact and group meetings of various sorts were held regularly. 
However, it must be appreciated that those not in direct contact with 
the conduct of the study might perceive. that the only output was the 
reports that were presented. 
The particular research methodologies employed in the course of the 
study were those deemed appropriate to the particular stage of its 
development. Hence, various modes were used, which ranged from the 
establishment of a taxonomy of advertising objectives and their 
effectiveness measures, to a comparative analysis of these against 
various criteria. Information for the study was gathered by inter- 
view and questionnaire], depending on the nature of the data req6ired. 
Wherever possible, information from sponsors was sought to be confirmed 
by them before use in the study. 
Although the original objectives of the study, as set out in Appendices 
I and ! I, stated that all promotional activities would be examined, in 
the event only display media advertising was considered. This limi- 
tation, however, was fully agreed with the sponsors and indeed advised 
by them before the main empirical work was undertaken. 
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Conclusion: The study reported here would seem to qualify as a piece 
of Action Research, as broadly defined in Chapter S. 
It does seem to have some important differences to other such studies, 
however, from which they could possibly benefit. 
The possession of multiple sponsors for the study provides extra re- 
sources for all to benefit from, without seemingly to detract from 
the study's objectives. 
By comparison with this study, the apparently accepted purpose of 
Action Research could be criticised. The term "Action Research" seems 
to imply the need to induce change in the system being studied. In 
the review in Chapter 5, it was noticed that there was an undue em- 
phasis in the literature, perhaps, on the need for problem soLving in 
Action Research. I would suggest that the study reported here has 
shown the importance, in Action Research, of problem finding. Action 
Research could be suggested to involve three stages: probl; m finding, 
problem solving and solution implementation. . Other Act-ion Research studies seem to have emphasised. the need for the researchers to 
stimulate change either by being activists, or, at the very least, 
catalysts for change. I would suggest that Action Research studies 
do not have to wreak change on a system to produce research findings 
valuable to all. This perceived need to produce change is, perhaps, 
borne of comparisons with the physical sciences where in order to 
study ýhe effect of a variable, one must stimulate it to change. 
The study reported h* ere has produced, so far, few changes in sponsor 
companies. Yet if could be argued that some valuable findings have 
emerged, both for the sponsors and for the world of management teaching. 
Information and understanding gained from others. do have a value,. but 
may just provide týe confidence to retain the status quo. 
In the review in Chapter 5, it is suggested that an Action Research 
programme has two basic objectives: one to solve the sponsor's problem 
and one to provide the researcher with information to advance the 
state of knowledge for the teaching/academic world. I believe that 
in the study reported here, there are at least three objectives, the 
third being that of the individual researcher, whose personal objectives 
may be different, though not contradictory, to the goals of the research 
institution directing thestudy. I 
6.4 WHAT HAS BEEN LEARNT FROM THIS STUDY? 
In this section, some observations are made on some practical points, 
gained from the study, that could be of value to other such studies. 
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No advertising agencies or media owners were members of the group 
of organisations sponsoring the study. This was in order to aid 
the study's aim of being seen as having no commercial pressures. 
Access to sponsors' confidential information was never hindered. 
The research team felt sponsors were able to "bare their souls" in 
a way they would not have done to commercially-interested parties. 
All extra services provided by the research team, or in connection 
with the study, over and above the production. of reports and visits 
to sponsors, were charged at a commercial rate. This was on the 0 insistence of the study's directors, and maintained the realisation 
by sponsors that the study was not a cheap form of consultancy with 
only one objective of solving their company's problems. 
Communications between sponsors and researchers are important, but 
are likely to be different from communications between researchers 
and the academic world, which they also hope to serve. The study 
reported here was fortunate in being able to learn this lesson slowly. 
The basic lesson is that different audiences require'dif . ferent material 
in different forms. The most accepted report by the sponsors was 
Report No. 11, the language of which was as non-academic as possible. 
A document produced 18 months earlier (based on Report No. 6) and 
destined for outside sale, rather than for the sponsors, was 
, 
in an 
academic style. - It was referred to as "boring but 
, 
essential" in 
the FINANCIAL TIMES (30.4.1974). Earlier in fh*ls section mention 
has been made of the fact that one of the sponsors had not read 
Report No. 5, and subsequent to its publication, committed the errors 
warned against in the report. Report No. 5 could, perhaps, have 
been more management-orien. ted. 
No minutes of the meetings 
lis. hed-(except in the case 
Plan (Report No. 3)). The 
for the Meetings. Althoug 
ment Was never questioned, 
with the research team. 
with the Committee of Sponsors were pub- 
of the meeting which discussed the Research 
research team always decided the agenda 
the study was collaborative, this arrange- 
and allowed the initiative to remain broadly 
New sponsors were allowed to join during the course of the study. 
This was particularly acceptable after the formulation of the research 
plan, since the resecýrch team knew the sort of products they would 
liKe to augment, the sample they had already chosen from within existing 
sponsor organisations. 
The security and confidentiality of information offered by sponsors 
was rigorously maintained. No complaint was ever made in this res- 
pect, and the researchers' credibility allowed them access to any 
information they sought. 
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Companies with a rapid change of personnel in the marketing functions 
responsible for liaison with the'research team, tended to contribute 
least to the study and almost certainly gained least. 
The fact that the study ha .d three broad objectives caused potential 
conflict. A clear statement of these objectives at the commencement 
of the-study, and an appreciation of their operational meaning by all 
involved, would help avoid conflicts. As it happened, little con- 
flict did occur, but more because-of the mix of personalities involved 
and the relatively frequent meetings. 
It tO'ok at least a year for one of the major propositions emanating 
from the study to be accepted. Hence, any Action Research study 
hoping to stimulate change quickly might-not have much success. Studies 
such as the one reported here, probably have to be conducted over 
several years to help establish changed attitudes. 
More debate and involyement was generated at sponsors' meetings when 
research findings were given in the form of presentations. This 
augments the point made about sponsor-researcher communication forms. 
The study produced some 11 main reports, and seven occasional papers. 
This probably helped give the appearance of great industry on behalf 
of the sponsors. This is a subjective assessment and no formal evalu- 
ation was undertaken of sponsors' use of the reports. Such an exercise 
might have alerted the-research team to the need for different forms of 
communicatio 
-n 
in sow cases. The request from sponsors for literature 
reviews to be more prescriptive was acted'upon, and Report No. 4, though 
comprehensive, was selective. Report No. 8 gave judgements on the 
literature. 
The group of sponsors needs to be kept quite small so that a personal 
relationship can be maintained with the individuals concerned. With- 
out this, part of the raison detre of the collaborative study is lost 
and communication difficulties arise. 
The research plan did not cater well for all sponsor companies, eg: 
service companies were sparsely represented in the sample of products 
studied. Hence, they stood to gain little from the comparative 
analyses initially proposed. The retention of their support is 
partly explained by the point made earlier, that organisations were 
involved in the study for a variety of reasons, including philanthropic 
ones. 
The fact that companies had only to contribute a small sum to sponsor 
the research was attractive to all, but is a potential disincentive to 
continued commitment. All companies that have become sponsors after 
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the commencement of the study, have stressed that the demands on 
executives' time is likely to be a more important consideration. 
In general, it was found that the turnover of marketing personnel 
in sponsor companies was rapid. It is all the more important, 
therefore, that the. research team sýould remain the same throughout 
an Action Research study of the type described here. They must 
be prepared, and have the time, to periodically introduce the study 
and-its objectives to new personnel in sponsor companies.. This is 
a part of the continuing communication task. 
6,5 AN EXAMINATION OF POSSIBLE CRITICISMS OF THE APPROACH ADOPTED BY 
THE STUDY 
It is anticipated that the main criticisms of Action Research studies 
are likely to arise from a lack of appreciation that there are multiple 
objectives. The main purposes of the study reported here were two- 
fold: to examine the problem for sponsors, and-to attempt to interpret 
the examination for the development of teaching and academic research. 
The resources available for the project were therefore spread across 
a wider range of purposes. Judgement of progress on only one of 
these purposes may conclude that poor performance was being achieved. 
A particular criticism of the research reported here is that it is 
based on circular arguments. For example, as McOonald (1) has said: 
"While one must agree that advertising can be used for 
different purposes and that any attempt to understand its 
effects should take these into account, I believe that 
Cranfield are putting the cart before the horse. The 
trouble is that because there is ignorance of advertising 
effect, people have no basis on which to set objectives 
in the first place. Thus the objectives they do set 
(when they do propose any) tend to be circular: they 
reflect their existing preconceptions as Cranfield found", 
The last sentence refers to one of the analyses in Report No. 6- 
However, McDonald does not appreciate that the overall purpose of 
the study was not to determine what adVertising objectives should 
be set. That would indeed be a laudable aim, but it was not our 
main intention. One of our purposes was to demonstrate that ad- 
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vertising objectives, whatever they were, were Measurable. McDonald 
can be excused for misinterpreting the aim of the study. It high- 
lights the need to consider the way in which information is dissemi- 
nated to all potential audiences and people interested in the research. 
McDonald was presuming, and I have spoKen to him, that the study was 
being conducted for one main purpose - that of sponsors. 
Similarly, any criticisms aimed at the 
' 
use of particular research 
methods during the study may miss the point of the overall study. 
The particular parts of the three-year study have been a n-eans to 
an end. An individual part of ttie study must be judged on its con- 
tribution to the whole project, as must the series of reports pre- 
sented. However, this*does not mean that incorrect practice in re- 
search should. be accepted. 
The sample'of products used in the empirical part of the study is in 
no way representative of a cross-section of all advertised products. 
The sample waý used because it allowed a certain general proposition 
to be provisionally tested. the overall purpose, though, was to 
persuade spqnsor companies to set advertising objectives and measure 
them themselves in future. The study'will learn much more from this 
than from an historical analysis of even a more representative sample 
of products. 
Information was not gathered from grganisations other than the 9ponsor 
organisations. This was firstly becaus e the research team did-not 
know wha*t information it needed until it 'had undertaken the initial 
reconnaissance; and secondly, because the team had an obligation 
to make the study fully collaborative and this meant devoting time 
to sponsors which did not leave time to consult non-sponsors. Also 
some sponsors felt the study should be exclusive to them within the 
embargo period of the reports. Finally, reasons of confidentiality 
usually-precluded any other organisations from volunteering collabor- 
ation to the level required: 
In general, the misunderstanding of, or lack of sym, pathy with, the 
research methods and findings is likely to be due to inadequate com- 
munication of i ts complete set of goals. Although sponsors were 
aware that the reports. were not the only means of communicating the 
results of the study, outsiders were not. It must also be remembered 
that the study evolved over time, and so the interpretation of the 
aims changed. 
As-is admitted in the next section, the empirical research that was 
conducted, was not exhaustive or indeed rigorous. The findinas are 
biased in favour of producing positive results. However, these 
"findings" were part of an overall research strategy akin to the 
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Action Research objectives of encouraging trial of new ideas so 
that all can observe the outcome, and learn. 
6.6 A SUMMARY OF THE POTENTIAL CONTRIBUTION OF THE STUDY 
As noted in th 
'e 
review of Action Research, the main criticism of it 
is that it is not a rigorous discipline and as such does not con- 
tribute to knowledge. 
It is perhaps the prerogative of others to comment on the worth of 
this research. A summary is presented here, however, of what seems 
to have been achieved, and to what conclusions this seems to point. 
The terms of reference of the study, which have been stressed 
throughout, were to examine the problem of the measurement of 
advertising effectiveness. This was to be conducted to 
(a) identify and evaluate 
(b) develop more effective 
, 
for sponsors 
Cc) develop more -fruitful 
research 
current practices 
operational 'procedure 
academic teaching and 
Each of these tasks has been undertaken. The 11 reports issued, and 
presented here, are mainly related to (a) and (b) above. It is hoped 
that the degree to which they have achieved their tasks has been demon- 
strated in this exposition. An important element in the study has 
been the need to ensure that any proposals arising out of the study 
can be adopted by the sponsors. if necessary. This has involved 
a collaborative study of the main topics with those actually having 
to make the decision, i. e. the managements of sponsor companies. 
Their needs and perception of the problem area were various, as was 
reflected to some extent in the study's output. The actual course 
of the study evolved as the problem was more carefully understood 
and defined, as'did the outputs. 
No major new findings were produced by the study; however, that is 
not to say that nothing of practical value did emerge. It was 
suggested that advertising managements did not manage their function 
as precisely and professionally as they could. Advices in the form 
of sophisticated checklists were produced at the end of the study. 
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For those sponsors who needed some evidence of the value of setting 
advertising objectives, such evidence was produced. The study 
provided reference material'on the literature for use by sponsors 
aný others, and also clarified the difference between measurement 
and effective ness and allowed the differences between the relative 
merits of research techniques to be put into context. 
What has the study produced in the way of fruitful teaching and 
academic research? 
It is hoped that the recording of how advertising is managed and 
the critical evaluation of this against contemporary theory, provides 
source material for teaching - particularly when it is related to 
actual examples. Similarly, the r'eýord of actual advertising prac- 
tice recorded in situ should help others conducting research on ad- 
vertising, since it tries to explain why certain decisions are made. 
It is readily admitted that the empirical parts of the study were 
not rigorous in the sense that all avenues were not explored, eg: 
in Report No. 10, it is shown that certain advertising objectives 
were not evaluated in certain companies.. Reasons were gathered 
from the executives responsible, but further exploration was not 
sought. It could be argued that reasons for non-evaluation are 
potentially valuable to undertaking the subject of the evaluation 
of advertisigg effectiveness. Similarly, no attempt was made in 
the study to. examine the cost/benefit aspects of the evaluatioh of 
advertising effectiveness. These points were not at issue, nor 
were they in the terms of reference. Included in the objectives 
of the study was that of determining the means by which advertising 
effectiveness could be established, given current management skills 
and resources. 
If the development of the studý is put into a conceptual framework, 
as outlined in Chapter 5.6, some tentative generalisations on an 
understanding of the management of advertising effectiveness may 
be drawn. Figure I below outlines the framework round the theory 
that advertising is used for different purposes in different situations. 
It can be seen that a theory which states that advertising is used, 
by advertisers, for different purposes in different marketing situ- 
ations, spawns a series of concepts or propositions. These propo- 
sitions have been partially tested in the study reported in this 
exposition, and the relevant reports am identified in the Figure. 
Rigorous empirical testing has not been undertaken, 6ince that was 
not the purpose of the research. However, one could conclude 
that there is some support for the tentative theory that advertising 
is used, by advertisers, for different purposes in different situ- 
ations, i. e. marketing and/or product situations. 
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FIGURE 1: A Framework for the Theory that Advertising is Used 
for'Different Purposes in Different Situations 
Observations (Report No. 1) 
Theory: Advertising is used for different 
- purposes in different situations 
Concepts/Propositions: 
1: Oifferent markets/products have different 
advertising objectives (Report Nos. 6 & 10) 
2: Advertising achievement different in 
different situations (Report Nos. 2(ii) & 10) 
3: Different measurement methods used in 
different situations (Report No. 10) 
4: Advertising not measurable without objec- 
tives (Report Nos. 2(ii) & 10) 
One extension of this tentative theory is that advertising "works" in 
different ways in different situations. This extension would spawn 
another large set of concepts and propositions which could be tested 
empirically in many cases. In fact, Report No. 4 contains, much material 
on the sort of concepts that would be involved. 
Hence, this study could be said to. have contributed a very small 
amount of information which might lead, through further research, to 
the 
- advancement of acpdemic 
teaching and research. The suggestion 
being that further understanding of the way advertising is used and 
the way its achievement can be monitored, will contribute to its 
better management and give insights on the way it worKs within the 
aud ience. 
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The research methodology described in this exposition has been em- 
bodied in proposals for further work in the area of advertising 
management. These proposals are cited in Appendices V and VI. 
The first was written by me after joint discussion of the subject 
matter by the research team. The second, also written by me, is 
the product of discussions with Professor Wills. They cover the 
topics of 
attitude-behaviour link and the way this may be 
influenced by advertising, and 
an examination of the use of advertising for 
social propaganda purposes 
Hence, it is hoped that the study reported here will contribute to 
further research in the area through the development of a viable 
methodolo6 y. 
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ADDENOUM 
In, this exposition the'author reports on work undertaken 
during the course of a study of "The Measurement of Ad- 
verýising Effectiveness". The author was a member. of a 
two-person team conducting this study under the general 
direction of Professors Henry and Wills. The second 
member of the research team was Dr S. H. Kennedy.. Both 
team members were equally responsible for the general, 
operational conduct of the study.. 
. .................. 
Signed: 
I accept that the contents of this exposition are a 
reasonable view of the joint study undertaken by David 
Corkindale and myself. Inevitably our perspectives 
. 
differ on some issues, but this is unavoidable when 
writing of joint activities. The exposition reflects 
David Corkindale's. perspective, and did not involve me 
in any way. 
Signed: -4Vl0rT4/. 
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APPENDICES 
An Initial Statement of Approach presented to 
the Committee of Sponsors at the commencemený 
of the study. * 
The Schema of Proposed Work for the first year 
of the study, which was presented at the com- 
mencement of the study. 
The advance letter sent to some sponsor com- 
panies prior to visiting them for the second 
phase of fieldwork, which was to discover ad- 
vertising objectives for selected products. 
IV: The questionnaires and follow-up letter used 
to supplement the information gained during 
the third fieldwork phase. 
V; The Proposal for a Study of the Relationship 
Between Attitudes and Behaviour,. and Adver- 
tising's Influence on This. 
VI: The Proposal for an Examination of the Methods 
and Effectiveness of Public Propaganda. 
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APPENDIX I: An Initial Statement of Approach presented 
to the Committee of Sponsors at the commence- 
ment of the study 
/ 
k 
I 
University of DraclforCl. 1--lanagement Centre 
T MIAIMM. LING COI'RRJITICfJlaT3 RESEARCH WWI' 
Research Study or. l/let'Aods of 
blieasurinE Advertisajqc Effectiveness 
Statement of Approacii presented to the 
Committoc of Sponsors at The Reform Club: for dis- 
cussion January 12 1972 
--l 
"1011 lijTI', OpuC'j 
T'ls Ir. ýJtilal Sitatemen-t. -has been 
as a ba-s"s "or cliscussion 
neetii! C of Sponsors 
OIL the Researclh'St-uý.: Tr on Advertisine .1 
B 't-fectivel I esl-- 0 
I '.. -le looL -, 7orviarc. ýo your coi: x2ents 
oboerva-LO-ions on 12 January 1972. 
, oA -7 z 'essor-s lliia. rry . -. Lenry Gordon Wills 
D,:, COVERED 
s ineiicatecl abovc, 41 has 'he phrase "effect- 
ive-noss o-. ' -, romotional expon,: 1itures" covers a larCe 
nur. ý: 3er o-, 2 r-L'Iforent- areas, ihich can be classified in 
various ways - the ovaluatioa of t1io above-tho-line as 
aEainst -zelow-the-line., of techmiques of measuring 
difforent creative and media stratecies, of assessing 
Cale results of -, re-tcstiJnC. -. t. A of Y, zAr!, - ot -t cs tina 
and others* 01he tanks of zlefininC- 
t, of-, C 41 1 of asccrtaininC what elata aro, likely to be 
or a-vailablo 2 t1heir assess,: ýont, zind of do' ininc 
ordors of prLority for their c., pamination, will need to 
be the --. `irst concern of research teemi. Vicils on 
these may c. -. anCoe as the project nioves into its i-iiddlc 
andl, finall staCes, but in botl. -_ the initial approaches 
'-- iý %I iloped that t it is and in -. ; -c-- subsequent CevolopEen 
%, he ? ractical experionce of t1ae sponsor firms will be 
L: ade avai-lable to provide a oubstantial neasure of 
Cuidance. Further, the project will be kept open-. 
onded in the sense that whatever else onpirically turns 
i up as possibly relevant will be regarded as appropriate 
f or consiclerat. -Lon. 
0'-, 
ý 
Ol E!, CTIV23 
Mic oi-,, _ Lvo of 
this o-ý TL '-u(f. y is to brinc toc-ether 
are currently used (or which have 
I-een uso- 'n t', ile recent -: ; ast, ) to measure the off octive- 
ness of -3rol. --otio. nal ex-oenditurcs, amd to examine and 
lotail 4n ' t-OSO , Ilc! 1-5EI't of the empirical 
ovidence no validity. Bvaluation, in terms 
of critcria --eveloped fron-. t-1-ic ex-poriencos of- tl'--o 
sponsor and, other collc. borators, lies at the heart 
of the ýro --ýCý. 
It cons_: _i-'OraL)le ntuý., bcr of C-i'f crent areas of Dro- 
Cor investiCation - so 1.10t: 
L912: 11 aCt_. _LVit: I rýrO I 
r-. any., indec, _, t1hat their initi, Ell definition and selection 
aloine will require both a SiL: 111if-icant lencth of time 
and the t: )ract-ical Gmidanco of t__-. e sponsor firms. T !I i's 
is t1he reason wh-ýr a throo--icar -, --)an has, been allotted 
to t1le --ro-*ec'%,, and Ithe necessary resources identified 
as th, e _t 4 ? --. 0 work over of a Senior 
Researen Falloiri, a Pesearch Fellow and a secretary, in 
additiozzi to stan6inef fa3JR-13-ties available at the 
Ure- of- Bradforr'ý University. Further, the 
'-his scale because it w-)cratioo. Iocr_ conceivel-I on t 
is :, nown t'. -. at 16. here is in (_,:: is-t'Icncc a mas-- of relevant 
data whic'n ncitIaer adver-i, isurs r-ar their agencies can 
spare tilic tiiuo or resources -I'Llo exar. Ano. am, analyso Com- 
Prchensivel-r. indopenduntly of t, 'aeir current manacement 
and r-. ar! t&UJmL; pro-L-Iler. -Is. 
4.0 !.: S? '-'CDOLOGf 
is Ossan-tially ". study oj III-loci s 2 oct 
not Of In an. 12 A-ca suc'. --' as test-i-mr-1-ceting, for 
wo -'-. avc. recently 
beeý. -i concerned not so i:: uch 
;. -zow z-. --any co: -., parnies 
follow the practice 
I. Inc. variou-- te- 
4ques uso' Por 
indiviJtual col. i-poi-ionts and pr-oj-Q-c"1inLP their 
and wit--, oxamiminC- studyinG- t1he empirical 
reliability all- kly of suclh toc! Acucs v, ýIlicli' -I--- 
fl.; in shortý us-, -ýfulness. S-r. "Uarly., 
in the arca. of 
advor'. --*-SO'. -C! ----! -%-. -. 'k-, C-'r, 'ý,. -'--ic., im shall concenli-Irate i: iuch lecs 
on a,, 'vertin--rol Proforcnoes fop (for exariple) recall 
as aCaizis', as aC-; ainst, play-bac-!,, Scoresip 
ý-Ian, on t. ý--e otu6y of what data are, availablo to cor- 
relatto t1neso -u-ith actual. perfoi-r-ance in the ,: Iarý--Ot. 
inatio-r-1 of the relevant', A! -%- t1his, ivil-- _Lnvolve exavu- 
matO. -L. 11 Face-to-face basis wi' ., on a personal and I th 
the 
cor,. Panies concerned (sponsors and others), permittir-E 
-* content proper ancalysis to be done o! t-ho relow-ince, 
a J. A , -nt' mcni"cance of the da'a thus collected, and its 
ultirato collation into an aut.. orý 'tative form. 
it ic P, vo, )ably unnucessary 1V -o adet that the -rc-soarch 
in acic. -t-ion to colloct-in- c: --pirical da'a at ttý-ic 
nractic, -, l lovol, ý, as alroady involved itsolf in ýhc 
soarch; stuk.? y anu, syrrý; hcsis of all Oxisttlinrý- IJteraturc 
0: vtIs ulý this, of courco, is s and-are- 
it will be Luily for ; 2ý Univc;. -oi-k', y study of 
doptw-cntc, 
-ý ro. )orted upon dur'Lne-1972. 
,, -Ic cor, on visit LI Ul CeS 
to all sponsor firms and ot'hev potential sources of in- 
_L naissanco orl-. LatiOP-. : [-W- 
is t-hat this initial rocon 
can :. ýo fully occoi. -plishod durinf-, the SprinC and proCress 
reported durin[; Sui-mer 1972. 
PROC-3DUDIý '73 
The research 'Leam nas now been appointed, and has 
commc-need worI: with effect fro rz, I January 19729 ýPoznsor 
ir, 7 one individual to serve on the 
Co2----, ittee of S-Don"-ors. and to looT--. after liaison batween 
each compawy aýid research team. The Co; mittae of 
Sponsors will mea. 'Lorr. -ially at', approximately six, /ninc 
n. ontý--. iril; orvals, when the study can be discussed in 
anc! broad f inc: in, -c C, oncral, proCrcos rQpor4. cd rev1--wed 
as t: -ýcy boco! ý,. c available. It is intended that a 
ratiler r. lor-- lir-ison will be r-aintained with 
thc; sponsor indivi(ýually, in order to provide 
a continuir-C ClialoCue wiich w : -l 
be both holpful to 
t:. --e project an--ý of value to tho companies. 
It mmst be -3o-; nte-I Out t-at the collecti on of in- tý LA 
C-ori*-. a-%'-. Iion an, -ýý data will not be confiPed to. t, ie, sponsor 
: C- irr alt-hoýuC: a themselves cover a reasonably 
is LV , -roa-., --,. ranG-e., it' I-Iopcd to be able, to tap 
C-le, p actice 
and o-. ýý a great ma-my other coMf3ani0s. These 
iattc. r., howovov'.. will not in General be involved in the 
ec6l. "back -ovocodures. 
1' -. 
-I- "o 'r, 'vcquirc(ý, zzn-f t1hat s-.. poasov3. -.,, - 
atn(. o-', L. -or collaborntors --1-411 havo. tho -; ýb- 
solu. "'C -%', -n onsuro that nothinc ipublisiwd in 
cIlly 
'Lk)r. -. l re[, *Zlrcl as thoir own 
cc;;. -i. iurcial 
I 
I. 
OP P, 35UY., "S 
will be tho, pro- 
(ýUct: Lol, Of 
zlý a 
"!, 00-? -, I-IL. 0 findilic-'s and coný 
clusions Of It is : ý01-10ý-,, 'Collat, elurill, '7 t1ho 
fin--2.0*- t-I'l-, o r"-0130or 11--il 
extick, 3atc ld- 11 holp. to nrt L-0 akoo 
i-oa, -. inCf-'ul con-olus-lons. 
it is volui----o of- k. 
"eta-; ' 
will ace Zly 1. -. 1 
to ' 10 i -n 
fori.. of in a- C U3 jourria' 
Ora I Aacill T VC: v 50 3ons'Cora"Ic a-c. 1vantzaeo "o the 
rescapc'-L so, ý-. ýe 0.! ` 
'n ;. -anncr by L; -)onsor cor--. -panics, woll 
7 ý'orc it reac---or, ý-taco of cor-o- ral publica, .: )c-- -ior- in 
am-. ýf' it is -: )Ia:,. noc: -&'J. ýat durinc the course 
rojoc' 0. nu--r-, %bC-r OL. 114 11 C sominars and discussions - 
bo arraneed, betw--en tllac researca veam anel 
mem. bers ol tho s-%Ja'lfs of the s-. 3onsor companies. T' hes e) 
it is felt. will :: )c of valuo botlllh I'lo the resnarc. -- 'Ucan, 
(:, y with- Itho judcer:. onts oll clay- 
to-day operat; -onc) and to the s; -, 30V. Sor I firms 
0.111-10 should 
be "L t_ ablo to draw `rorý th. ý; fin'-; nC; s as they or. 1or[-; c at 
loast, smiQ conclusions of roasomabl- immodiatOO -*ractical .1- 
application). TAhe precise, for: -. i sominars -and 
dis- 
cussions can i-. iort usofully will naturally be diss- 
cussed with t-T-to of Sponsors, 
Finally.. -j2. t*,, iouCeh the poim. -- I. -ms alreaely beon riade 
.. n our oricina- Z- 1 "Iloscarch Proposition" docu. ont, it- nmY 
Do noted 'h-at anony. -mLty of data will br- prescurvocl 
90 0/0 00 
310GRA13.1-7.1CU NOTES or. full - 1. time rosearch staff 
Davic. ' Con-tindalo, (Durliara), (Cranficid), is 
Senior f'. csoarclh Fellow in Harlltotini: ý; Comiunicat ions at., 
r, -- U 'vorsity of Zra(: -'Lord PlanaEoricz,. t Ccritre. '-Ie 
'0 of Work- Stu, I'lolels tho Dip: Lo, -. -, -. of tý. -. o I. -Istitut -1-r and 
is a Full of t-I'lo O. R. rjociotly. I': c- was, before 
hiss appointr-c. -it at, Dr ý1-17ord Do, ,i , 3x:.. 
'y "load of the 0, R, Uni-O. -, 
at J. Walter Jr. Londo-n. has proviously 
)ec-n O. R. Nonaf-or at D3 0., and, an O. R. officer a, ' D 
"-hcý 3, -S. C. G-r'T. Iv- ./ "J. 
. Z, 
'hc-, --`1 T2nncý D, Sc. (LonCtor-) (Br_nd: Cord);, 
Con: -- C- . =nicat_ions at, 
tho, 
Un-I'versity of n&rac: for, _" Manacoment Cler. tro. Silo ,. 71ýas 
ust cor. 1,731c', Y It , voc] : -Aei- &octora'qL-, o on 11, Ca. -rmn, Imaces v-'- 
F; radforc-', am: inc by t-ra_; n: Lnr,, a. socLal psyc. hologistf 
., ho fmont a ycar as an Assistant Housc I. -lother with t1w 
Church of, -EnE-, -1and Vnildrcnls Soc, -*. Oj,; -j boforc ro-entorinC 
12-fe. has written sovoral papers on tLe 
, _4c1c: of her research work- includinE:, ail e., camination of f 
"routi; aizatilon" of the r. ýarlkotinE activilty. 
APPENDIX II: The SChOlbi of Proposed WorK for the first year 
of thr., study, which was Presented at the com- 
mencement of the study. 
Un L-vc. Ity o' Centre 
ýI, "Ulli-i. "'IOIIS UITIT 
P. esearch Stu%ýy on I. Ict?. -Lod's o: ý 
lleasurinE, AdvertisipZ Bf-O'ect-F. veness 
OF PROPOSED 
FOR FIRST YE', ARJS WOr', X 
12 January lc/'/2 
lelieve tic inputs to tho systen with which 
lie sAall be coacerned can he cateeorised under 
four leadingm 
i: i visi: 
'-pol--otional &3tivity 
ivi-L i-. iarkctinr: - ac-%*- by 
-; a advcv-,. ir-inC,: TV., outloor., radio and 
I-Ilail. cj: "44-4- . 
Propotional activity: Activitics -nvol-ve-, witi, ror. ioti,, C 
lzoods or sorv. 1-ces to the consuraer 
or retailer in a, -". c! --, tion to stra. -i-L-, 711it -. 3roduct or s'erviep 
advertisinc in lu`. ic rif-cs raedia. Ty-pical promotional 
activities inclu--lo: 
Dealer loaders 
On nacý, - -. )rice reductions Self licu-ClAti-ag 
Free Gif"Las, (r. -_ail-in on pacl: ) 
Cou-'on -, -: )rice reduct-19-OL-10 
offers 
Inc en-. Iive/r e-usable 
Tý -)rice rucluctions .:, ando, 
d. 
_ýack I 
0. rs on a1ty-. ')r Oy.,. 0-1- ions 
r;: L-, o 
Comploto rcfuný! offers 
Sponsorc.. sDortine/national events 
r, -. arl,, cbin: 7, - activitZ: 
f--luen, i. he control of., or in-- 
, .0 a-parz, from advertisinc., and elicated. Such activities 
3y this wo r. -, oan those aspects 
of ra-arlk. oting which are u, nd. er 
I. aed by., mar-'. -otinc manarý, eL-ent, 
Tpromo-toion as previously -; n- 
would include: 
7.: aJor price chanceo 
11 , doployiiont and enp-Msis, Salor, force -, ---zos i? acll-. shapo and dosi(.; n 
Ila-Cure of outlets 
force incentives Salor, 4. 
': lovoin StOCA 
fr 
600 
/0 
00 
Iirr. OuC? IOir 
T, ". -An notes r_=_-encled' -'-. ere are su-: )-plem. entary 
to 'cl-le 
Initiz-1 of !, ý, -. ýroach sen-i.; to Cormi--. --tee*of 
5:. -, onsors -icctinc o; -., - 
12 January 19'12: L; 
tney are-inl; czicIe 
to soi. 
-, 
(-, 4ii-Ils and to ,.:; rovide 
a baý:; is -1 o-fý' the ail'ici-a'ed 2or discucoio-- '-c detaZ. ý .on f irs 'k 12, I---ion, 140". 1 work. 
OBJ-E-ý'. '37-, 7r, FOR T-IB M, G i`UDY 
"'lie o*.. )jectives of -*; lie first, --'- I ý,. a,, -ýe of tile study are: 
(a) to establinh all t-he rI; etLod-- have been used 
to evaluate aýlvevtisinL effectiveness; 
M to rellate th-ese methods to -. r. -c-neral theory SUCT 
t_ at they can be seen in their true content; and 
to the evidence that e, --. ists whi ch 
wil. 1 tHrow or, the valit'i%'. 0y anj usefulness of the metliods. 
-o 1--elo determine tl-le extent and nature of In order ' %I 
n' %lion t'_-%_at is souCht., it e ýIhe orria' is useful to rela' 
this to an ovorall ferm. -iework, or model: of the system 
beinG- investiCate6i,. Atthis stz: Ze we propose to assume 
'he 11: 31ac: -, Boi: " ; Dect of advertisin(_, -ý tl --, r. oach to t. --e su 
effectiveness. . -_ence tic wish to doterm. ine the 111PUTS 
an(-'- OUTPUTS 'L-, o 11.1o., at part. of ti., -c sys-%-. er. i on w1hich 
adver-lbisine- and -. -. ro;.. otion are t1houC11-: ýqw- to have some effectup 
viz: 
111PUTSP 
Char. C-c in 
and Prorao'Vion 
Other factors (. 3rice 
chances, otc. at-c. ) 
OUTPUTS 
Changed levol(s) 
of product 
performance 
plýopoýED j.. jC. rvrloD, 
_--S---ýý-- 
O-LOGry 
I 'ion vle -pro: , )occ 
to connile cm-prell-ionsive infori. -ýzt the relovant 111PUTISS and OUTPUT, -) of the advertisine- affected part of I. Lie i-tiarl-cetine systci-i. We outline 'Ibelow 
SOMe Of the Main catcaories of subject. matter we believe 
to be relevant to our study. We c. -: pect to rimkc the 
: cx- o-, )- C 'inition of -! CS for researe'. -i com, 2relhansiva through 
fliscussion w'tla o--ýoncors and other interested -. -: )artics. 
- 
Outputs 
I-C', is an essential first step of the stud-!. - to de- 
lincate t'ho results h. 0 hat can be expected to or outputs, tI 
come Lrom advertising., and to establish how these are 
LIcasured. .4 ppoý . 
LdvertisinE by itself c, an sometimes effect sorac change 
in the narket. .,. Ollever %, ,, adver'isinE 
is usually only one 
of the factors in the riar! cetinE and chanCes in the 
outputs normally result fror. -, the co;.. t-, 3ounding of the effects- 
of several factors. In addition,, objeutives for narketing, 
or for the part advertising has to play in the marketinE 
plan, are n-,; t always clearly defined, so that in practIce. 
the most appropriate rýicasure of effect is not always used. 
We bc-liOve tr;, O Out2uts from tý, c system., to which ad- 
ve rtisine is one of the inputs, can be categorisod -JLnto 
t. iree- f orms. - 
thosc; havinE a fairly -i-mimodiate direct effect 
on th c. level of, demand by consumers for the 
C! oods or services b(, i-, a. -- advocated; 
those liaving an el'fect on., the prooensýty by 
conow. -ters to use the Cood6 or services at some 
. time in the future; 
tV. hosc havin- an offocliý. on the mcans of dis- 
J- Ul 4 
Lr4 bý ý I_on of the Coods. or services. 
Levc-1 of Changes izi tac levelof demand can 
I- e perecived in the following viays,, 
all of v&-ich A'-iay or may not '-havO been the objective 
of adverti. -Anc but neverthelesc are potential outcoi-, ies: 
Increase in saLý-s volur. ---- 
Incroase in purchase ra-I'le 
-ypes of usor - J. or various t 
Reclai. --pt-ion of lapsed users 
Chanou in pack size purchased 
ChanIto in sizo of purchase 
Ini%'Iiation of trial 
We nus'%., 1)o concornod to establisla the comprehensive- 
ness of this list, the rwans ! ý, y willich they arc 
r. icasured, and the accuracy of- these means. Currently 
those includo: 
a0 0/0 10 
-3- 
arc- on und, j- 
control ofýý 
_; 
C- 4-1-Le -liC aa rj'.., (. A-1 of a j- 
,,. "6,, ic, 0" ` i-LO u0n. --rus ar" . 
C-C, C,: Lvc-. k-) JL ILI J. - 
Econo. c, il-c conditions in tlie country or. al--proad Cor-,: -)e-bilbivo activity 
We n. Lall 5c -, rinarily concerne-ý with w-camininc, t1lie 
e t, LU--k, L, -L-ect Of -first catcL--ory - mocia In 
ord-or to ac-ýAevo tLis objective vro be aware 0J. and 
-L - Ible, t1he intoracting ý ake , 
into account,., whenever poss- 
effects of thoce o-%ý-, 11ý-. Ler influences whic'li are nors: ially 
r0- en t0 
WO clearly dofine a"11 i-li-f. "Lu one es and establish 
--, ovl they are var. ---ounly rapasured as inputs to-the systmi,. 
bofininL; and K-gagurir., -ý Media Advert-foinp_., 3: npu-. -. - 
we a-&Im -k' Oine and ineanure all Eore spoci,, - do de-, L 
k. -he oossi,,, ý,, Le f0p1l. 0 . 11,1 1-mic: -i advorticinr_ effort is 
, rcosed. In order to e:: amino tho results of those 
; 'forts it w-411 undoul; t`edly be nocossary to -4. -. al,, e into a: E 
-onsiClcrat--on . -? --c- ef -6f some of 
tho other three `r-T 
catee-c-l-"es of inouts. 'Wo s11--all ondenvour to ado-ot the 
mo--t rolevant am] a-o--. ýro-, 3riate measuros of these, rather 
w, lan attCIZIDti to 2. ----C0r-: 3ora, *z', -c- a rar.: ýýo of t1aeir measures ac 
we'Ll, since a. wi; ýýe-ranr-an. C e, --caraina-I'Lion of them is not 
thr- ary objec%*L-livo ot --V-F 
this stusuly. 
The advortisina input can be variously e.: prosscd in 
terris of: 
inG expenditure 
covoraL; c, frequoncy, aotincr, etc., in the press 
RatinC;, coveraec., frequency, etc.., on TV 
Coveraýl: o and frequency fjov i)ostcrs and radio., etc- 
I,. nccessary ntcp in -1-1-ic irvr_, s-ý; iC; atjon will be to establisli: 
tho accuracy o-L the ricasure of inputs., 
(b) the suf fi Cý*ency of tho - input measures, 
000 
/0 
00 
-6- 
Distribytioa: Some advertisinz is said to sic to 
increase distvibution) or increaso 
the availability of the product, or services, to 
tho coasuzor. In certain circunstances this way 
be a valid objective. We woul& wish to'examine 
thn ofEwtivenuss of4this zathod both whure it was 
a stated objectiveýand also wherc it was not. 
!, (. ý---in tho nori--, al nicans of i-aca-suring this output', are; 
Store IU6, i*-s - Panel 
Special survey of stores or outlets 
S.:, ecial consuracr survey 
Salesincntý report 
The accuracy xnell adequacy of those measures will bu 
reported upon and, ultimately, the relationship 
of this output to the other two cal3egories will be 
LITERATURE 
VAien we havo, c: --f inod the inputs - cand outputs with 
W; ---ic: -I "IC must concern ourselves, 1,10 shall 
have a compre- 
honsive list of aubjeýct matt,:! r to use cas a Cuide when 
conductinc a l-4'%, ora'IjurQ scarch. 101'-sically we shall 
attmipt to unearth all articles and papers th, -Lit have 
bec-n published rol. atinC to our list of topics. 7, -Io shall 
lie Crateful for EýuL'ýancc: ý on rc-feronces to papors thought 
4, o be key worl: s on the various topics. 
Wc % -, shall tllaen attor_ýpt to cassoss and appraise, -the 
contont of the : 3ublis4-1ýýd work on tho evaluation of advor- 
visine effect iv ones s and associated'topics., and thus be 
able to identify nroas or as-pects wh-ch appear to be un- 
researched or on jI. -Ach little liar, been reported. 
chcc. '. ed with ssponsoiýs other authorities on the 
completeness of our literature search vio shall then be 
in a posit: *ý_on to -proparc a conprehonsivo stratm. iont-9f hoy 
papers) toLct-iior with abstracts, for our own futurc ref- 
Qrenco and for other workers in to-is fieldi 
I. CTIOIT 
IvIc wish to consult with spom 
actively concernod with evaluc-citiriC., 
-niL! ssj 
to dotornine what inputs mid 
(a) do I. -Icacure 
(b) call L,. C. asurc 
(c) would li! --c to measure 
sors and other parties 
ladvc. rtulising effective- 
outputs they 
00 0/'* 00 
-5- 
Bx-factory sales 
Store audits - by panel 
Consumer audits - by panel 
Special surveys/audits - either store or consumor 
Oimnibus surveys, etc. 
(ii) Tro2ensity -to use: Anothor oT. )jc-c-k'. iv(,, of advertising 
may be -4'-o influence consmaors' 
attitudcs towards goods, or'services. Such an output 
is usually measured by changer, in: 
Awareness of the product or slogan 
Attitudes towards the product and attributes 
of tho product class 
This class of output necesszrily demands alAýropriate 
. puts in order ',., o raeasure changes. measures Of 
ACain our obfoctive is to establish a comprehensive 
Uput of this cateE; ory., statement of t'. ie types of out 
how they are r. -teasured and the accuracy of such 
measures, for different circurastances. lie shall 
subsequently, of co-urse, be e. -c., aminine the relevance 
of those outputs to those of catcGovy (i) - in other 
viords L, ,, 
examinamC whother advorti. sing's eff. cc' as 
monsured '%-., IhrouCnh ono czatoCory of output is related 
-L 1- to the offec-I'LA as i: ieasurod throucL. another catof_,, ory. 
More are, r-any possýsiblc outputs under the category 
ýC ot propensity to use; some of tha. i being: 
Brand recall - prompted, unprompted 
Wand first nentioned 
Brand chosen first, secon?, etc.. 
Paired preferences 
RankinGs 
Psychionctric neasure2ents 
kttitudes to 'factors 
on various scales Attitudes to 'ideals' 
St James, Fishbein., lluxro i. iudals 
Advg.: -tisci-! lC., lt tostinE: It is appropriate to intro- 
duc(. this topic nder the A. u 
general hezirýirzi. of ,, -)ropc; nsity 
to use. The various 
advortisomen. l., tostinc techniquos . -)roduc(-, 1-0: 1surcs 
of advartisomont pcwformancc w. 'rAc. i arcý usually in tho 
proporisity to uso entecory. do propose to examine 
results of 16-, 
lic 
uso of the funda; --icntAl techniques 
(Scliviorin., otc. ) qfcainst othor subsequont mo-Isures 
of pcrformancc, or output., where twlie necessary data 
exists. 
0,0 l' 
/0 
09 
- 
J- - J- I ion vii- auvortisin, - offort. 
, uantitic-s wkich vIc would i i.!,. o to learn how thosc q 
zircý i---, c-asLirc; u DUIO-n caocon, zmd work has been 
, lonc, to rclv. -tic iýz-puts and outpu-, 'k-, s in order to evaluate 
,; hk. idvert-isine. 
Wo therefore propose to visit c-ch of the sponsors 
for U-13 to two days dur-inE; two rionths, so that we 
-'a-i (liscuss tuiia abovc to-oics- ancl as-cort in what ou-antita- a tive, iinfori-, ation will 'Do available f or our usc- in sulb- 
sequent sta, xcs of t. tc, study. 
r7 SU1114i. ply 
The f irs-IL, - st , --e of this study will Coll! JLst Of est- 
ablishinE INPUTS Ca"Id OUTPUTS Of ti-11- '-ýz r1cc-ti"IE system vjI-,, ich 
are thought to be influenced by advortisinE;. T'hose 
directly associated with advertisinC: will be o3cm-Aned in 
dotail to osta: Jlisli Inow they arc- i. icasuvod, how accurate 
LAA0.90 neasurements are, and what doficience-es currently 
-s or i--iot c;, cist iii Cie mcasurcrient khods 
"he other influences on the whic! i are kaoxvia -%', o 
affezt the outpu, -ý, S will *be categoriac-C! in torl-. 1s of t1he 
cont. ex-t in whicla Iancy are found to -0c importarrtý- so as 
.o idontify t1ho 11jost -. icans of isolating their influence 
and sopar. -UnL: its o-. L': Cc.,, ct froý--i Chat o--r-* adver'iLisJLIIE- 
The next staEa of the study will bo the examination 
of tho matrix of in2uts and outputo to establish cause and 
effect rolationslips and test 4ypothescs. 
APPENDIX III: The advance letter sent to some sponsor com- 
panies prior to visiting them for the sec 
, 
ond 
phase of fieldworK, which was to discover ad- 
vertising objectives for selected products. 
i" 
Marketing_qp! ýpýlnications Research Unit 
Crani fia3d School oir"Management 
Cranfield Bedford MK43 OAL England 
TeleDhone 0234-51551 (Bedford 51551) Telex 825072 
Professof of Wikating and Logistics Studies 
A 
The Measurement of advertising effectiveness-Phase XI 
The first phase of this research examined current-and past 
company practice for the measurement of advertising effect- 
iveness, the reasons and evidence to support the adopted 
practices. Similarly the 1, iterature on the subject was 
examined to determine how theory suggested effectiýreness 
should, and could, be measured and what evidence there existed 
to substantiate the theories. It is evident that no one set of 
methods or procedures is satisfactory. for all circumstances. 
It is also evident that advertising activities are just 
one factor in the marketing mix and the role of advertising 
is very much subject to other factors. Advertising is patt 
of an overall effort and the intended contribution will 
vary a, ccording to the overall objective and the beliefs 
about the role it can play. The role, or purpose, of advertising 
for an old established brand leader is different to that for 
a new product in a new market, for exaraple. If Lhe purpose is 
different then the process. by which it acts onthe market 
or consumer. may well be different and consequently the 
most appropriate methods of measuring achievement of the 
purpose are probably different. 
Hence we are examining a series of different-market - 
situations and selecting from different companies examplesz 
for closer examination. We wish to determine how and why 
marketing objectives are drawn up in these different situations 
and how these and other factors influence the intended role 
of advertising. I 
Therefore we wish to examine the way I. n which the factors 
depicted in the various boxes in diagram I(attached) influence 
the objectiv9s set for advertising. At thi 
*s 
stage we are 
particularly interested in those aspects covering the left- 
hand side of the page. Our intention-is by examining 30 or 
so cases, to be able to draw up and test an inventory1for each 
of several market'situations; 
41 
market situation--marketing objectives=advartisincj object- 
ivcs=relevant pre and post campaign effectiveness 
measurement procedures. 
(The reasoning and purpose of this phase are elaborated 
in the MCRU's 'Report no. 3 to sponsor companies. ) - 
": 
. '. __"; "1 
Marketing Communications Research Unit 
Cranrfia3d School of Managament 
Cranfield Bedford MK43 OAL England 
Telephone 0234-51551 (Bedford 51551 ) Telex 825072 
Nofessor of Msfketin g and Logistics Studies 
B 
Subject areas for discussion-advertising objectives 
Marketing/brand management 
product/market history during last 12 months 
important influences on the narket 
marketing objectives and reasoning for advertising objectives 
beliefs on the way advertising works 
advertising objectives 1972 and 1973 
other promotional activities and influence on advertising 
degree of inter-dependence between all promotional activitie. s 
methods of determining advertising appropriation 172, '73 
reasoning for frequency of exposure of can. paign/adverts. 
media selection 
criteria -for judging 'wearout' 
criteria for allocating advertising weight regionally 
research input on advertising decisions: 
objective setting 
content 
weight/frequency 
change 
review of achievement 
main data sources used to set marketing objectives and to 
monitor progress 
value and purpose of advertising pre-testing 
advertising agency input 
overall approval of advertising strategy and content 
advertising planning horizon 
Rp- --Pn rr-h 
major new research findings in last 12 months 
new research directions-by what prompted 
research input to m4rketing/advertising objective setting 
trends in market 
pre-testing, 1972 and 1973 campaigns 
post-testing 
current views on pre/post testing methods, experience*of 
concept testing 
pressure tests 
APPENDIX IV: The questionnair"B and follow-up letter used 
to supplemenL tha Informntion gained during 
the third fieldourk phase. 
The first questionnaire (Section A) zought d6tilil. 9 on the company's 
total activities on advertisilig ond rosearvh, 
The second questionnaire (Section B) nDught mainly judgemnnts on 
the marketing environment Tor the 2electud product. The Tinal' 
page of this questionnaire listed the advertising obj6ctives Or 
the product as'discerned by the insearch team during earlier inter- 
views. This page was produut-spncific and is not included here. 
The follow-up letter and associated questionnaire sought further 
information on factual detalled aspects of the marketing environ- 
ment for the product. 
2. in what year was the Market Research Department 
originally formed (i. e. when someone was specifically 
appointed to be responsible for undertaking and 
organizing market research)? 
3. What is the position of the person to whom the 
Market Research Department reports? 
4. How many fulý-time staff positions'(excluding 
secretaries) existed in the Market Research 
Department in the following years? 
1973 1970 1967 
5. Does the position of " Advertising Manager" 
exist in your Company/organization? 
a) at the present time YES NO 
b) in 1970 YES NO 
c) in 1967 'YES NO 
6. Is there an advertising department responsible for 
co-ordinating and managing the Company/Organization's 
advertising activities? 
YES / NO * 
7. Is there the position of "Media Controller/Manager/ 
Co-ordinator" in your company, i. e. someone 
responsible for monitoring media advertising 
performance and/or negotiating discounts? 
YES NO 
If 'YES, 
When was thiý position created? 
8. If you have a"Media Controller/Manager/Co-ordinator", 
to whom does he report? 
* Delete as appropriate 
CZPrrPTnM A 
Name of respondent 
Company/Organization ....... 
1. For the following years please could you state: 
Last 3 Years 6 Years 
Year (72) Ago (70) Ago (67) 
E, 00 - E, 00 EIOOO 
the Company/Organization's 
total turnover (financial 
years) .... 
b) the Company/Organization's 
total net profit (financial 
years) .... 
c) the Company/Organization's 
expenditure on consumer 
research i. e. staff costs 
including salaries plus 
all bought in reseatch 
e. g. ad hoc and audits 
(financial years) .... 
d) the Company/Organization's 
expenditure on wedia 
advertising (MEAL or Card 
rate equivalents) for 
calendar years .... 
e) the ratio of above-the- 
line promotional expend-. 
iture to below-the-line 
expenditure implicit in the 
marketing budget for the 
Company/Organization, for 
the following financial 
years .... 
SECTION B 
Name of respondent 
Name of product 
Ilow many branded products compete with 
Please state the number 
2 How competitive do you consider the market for 
to be? Please tick the most 
appropriate statement. 
for this ki. nd of product is: - Thc market 
Extremely Very Not Very 
COMP. 9-titive ComDetit, Q_ CQmnetitiv 
Not At All 
C)Mpetitime 
3. What proportion of the total market is taken. 
by own labelfi products at the present time? 
.... .... .... .... 
a) less than 10% of the total market 
b) between 11% and 30% of the total 
market 
C) over 30 % of the total market .......... 
4. What proportion of the total market was taken 
by 11 own labelft products three years . ago? 
a) less than 10% of the total market 
b) between 11% and 30% of the total 
market 
c)- over 3M of the total market . ... ........ 
1 1, 5. How would you rate. the quality of 'own label' products 
compared to ? 
AS Good As Nol-__Q_qitc-- As Good Infer5gx Verv InfgrioL 
6. What is the average price difference between the usual 
retail price of your product, and the price of "own 
labe14 products? Please answer for the most commonly 
purchased pack size, where this is appropriate. 
The price difference is ....... 
7. What is the average retail price at which your product 
sells at the present time? Again, please answer for 
the most corruftonly purchased pack size, where this is 
appropriate. 
The average retail price for is: 
8. Please give the ratio of above-the-line to below-the-line 
expenditure impl icit in the marketing budget for 
above-the-line below-the-line 
i. at the present time 
three years ago ........ . ....... ....... 
* Please tick appropriate statement 
C, 1. tiu;. itl the volume ofthe total market in which you are 
selling . moving at the present 
time? 
The volume of the total market is: 
Decreasing By DQcreasing By atdjLj-Q Increasing By Increasing By 
F, gre--Than 5% p. aý Up o_5% p. a. Up To 5%_pa. More Than. 5% p. a, 
10. What was the total market doing three years ago? 
Three years ago **--he volume of the total market was: 
D ecreasing By Decreasing By Static Increasing By Increasing By 
More Than 5% p. a _ 
Up To 5%-p. a. Up To 5% p. a. More Than 5% p. a, 
11. A list of product types is given below., Please can you 
tick the category which best describes the type of product 
which is. 
a) An' 'old e'stabl'i'she*d: )? rodVct: a product which has been E-1 in the market for some years, without undergoing a 
major product reformulation. 
b) 'An' 'additibh'al* rffark*e't a product which has been 
launched into a i-, iarket where one or more products 
already exist. This would include those products which 
have been significantly reformulated and relaunched. 
C) An* 'innovat*iv-e* p*r*o*dUct: ' a 
ED a new concept, creating a 
a new need in the market 
relaunch is excluded from 
d) A relatively i ew 'product: F--I has been In the national 
Please tick appropriate statement 
has been. in the national market for more than one year. 
new product which is also 
new market or establishing 
place. The existing brand 
this category. 
an innovative product which 
market for more than one year. 
A nuo-commodity product: a product which the consume,: 
treat-s as a commudity. Such products are characterized 
by frequent purchase and little brand loyalty. 
. .... .... ... f) Othe*r', 
_' 
please' 
12. How well does compare with its competitors? 
Compares Is Seen As Compares 
Favourably The'Same Unfavour 
in a blind test 
situation 
in a branded 
situation ................. 
in the opinion of 
the coritpany ....... .......... ......... .. 
13. What is the average level of retail distribution. 
for 
14. Do you consider the sales of seasonal? 
YES / NO 
_IL 
yjtS, approximately what % of annual sales occur between 
October - March? .......... ..... 
15. Please can you give the advertising sales ratio for 
Advertising Sales 
.......... .. a) for the present time 
..... ....... b) for three years ago 
......... ... 
* Delete as appropriat. e 
16. Vinich of the following statemei-. 1-s j. )Eýst describes how 
frequently this kind of product is bought; - 
It is purchased: 
Very 
Frp_g 
ý --UQJJtý-ýY Extremely Ex-eq-uex 
Pro( T (-ntlv 
E 
-1 
E: I 0 
. 
17., How frequently 
Nei Lher Ve ry 
Frequently T-11f g uiqn jv L_ _q_ __. 
t 
LtLy Ne--)r Tnfr quen*tly Extremely 
Infreguelitly 
F-I Li 
do people buy 
.......... 
at least once a week 
at least once every two weeks 
at least once a month 
at least once every three months 
if less frequenti. y than once every'.. 
t t-hree months, please specify 
18. How brand loyal do you consider average purchasers of 
this product category to be: - 
i. so brand loyal that they always buy the same brand. 
brand loyal to the extent that they will buy the 
same brand 3 out of every 4 purchases made. 
brand loyal to the extent tha t they will buy the 
same brand twice out of every four purchases made. 
iv. brand loyal to the extent that they will buy the 
same brand once in every four purchase occassions. 
V.. totally without brand loyalty, with purchases being 
random among the available brands. 
19. If you consider that there is a minimum expenditure 
necessary to advertise on 
television, please can you state this figure in 
Sterling tezms 
............... a) now 
b) three years ago ............... 
20. If for any reason you were permitted an advertising 
budget which fell below the amount neces. Sary LO conduct 
a television campaign, what would you do? 
21. If you advertised in the press and with posters, but 
not on television, would you continue to advertise in 
this way however much your advertising appropriation 
was-increased? 
YE S/ NO * 
If NO 
At what point would you start to advertise on television? 
If possible please give a Sterling value 
22. Here is a listing of some of the ways in which Media 
Advertising has been said to work. ' Could you please 
tick those statements which come. closest to your beliefs 
. and understanding about the way advertising works in 
the case of 
jogs peoples memory that the product or service 
exists or acts as a reminder 
2) reassures the existing consumer that the right El 
choice is being made, renevis confidence in týhe 
product or service to actual and potential customets 
3) reassures other groups e. g. retailers, own 
salesmen 
con't .. - 
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The Study Of The Measurement 
Of Adverti-sIng Wfeativeness 
In mid April we sent you a request for some more information 
in connection with the next phase of our study. We asked for 
specific market and marketing information on 
latite to the advertising campaign undertaken during 
We also wish to investigate the wP_ys in which campaigns are 
actually monitored and evaluated by the companies in our s. ample. 
It is however necessary to examine the advertising during the 
campaign in the c' ontext of what was happening in the mar- 
ket before it ran, andr where possible what occured subsequently. 
Hence our concern to collect information for the period. of. five 
years before the campaign, during It, and, depending on the year 
of the campaign, up to three years after it. 
We hope you have not had too much difficulty 
information and that we shall be able to col 
are most anxious to procced with the study, 
are working to very tight dead-line now, for 
port and discuss our research results to you 
year., Next week one of us will telephone to 
ranged. 
in compiling all this 
lect it soofi'ý since we 
As you appreciate we 
we undertook to re- 
by the Autumn of this 
see what can be ar- 
PerhpLps it would be useful to you if I.. rec*apped what it is we hope 
to be undertaking during this'phase of the study. 
- 
We should say at the outset that our prime concern is to examine, 
for each of the advertising objectives set for the above mentioned 
ca rip ai gn 
whetherp and by what means, the achievement of the 
objectives was measured, and 
ii) how successful the objectives were? 
In consequence we shall wish to examine the results of any survey 
or analyses that you may have undertaken to monitor the results 
of advertising both during and after the campaign. 
We have in mind attitude/Awareness studies, usership studies, 
omnibus questions and any study that might allow your specific 
advertising objectives to be monitored. Enclosed is a listing 
of these objectives as we have determined them. During our next 
visit we would like to go through the findings, of any surveys or 
research that indicate the degrees of achievement or indeed failure, 
of the objectives. 
In summary our research plan requires that: 
a) we select product1s) for in-depth study, 
b) we select a particular advertising campaign 
or period of advertisihg for the product(s), 
C) we ascertain the market and marketing en- 
vironment in which the. campaign or advertising 
was conducted, 
d) we establish the role advertising is expected 
to play at this time in the marketing plans, 
e) we agree with company executives what the 
objectives were for the campaign or advertising 
at this timer 
f) we collect information on the degree of achievement 
of these objectives as shown up in any surveys or 
studies performed subsequently, 
g) we ascertain company appraisal of the campaignior 
advertising, and any reasons why it was difficult, 
hot worthwhile or impossible to monitor the achieve- 
ment of the objectives. 
We will subsequently analyze this cross section of information to 
draw conclusions on the relevance and measurement of advertising 
objectives in different circumstances. In the-current operational 
phase we are seeking information from you on points f), g) and c). 
The questionnaire currently with you is intended to substatiate 
our knowledge on point c) and also to allow us. to examine several 
facets of advertising management particularly the "potential" for 
advertising effects on market performance. There are many reasons 
why it is particularly difficult to relate advertising efforts, 
4) imparts information about the product or 
service. 
Lýj 5) educates the consumt. ýr to uses of the product 
or service. 
6) is accumulative in its eftect 
E-3 7) 
-creates an 
immediate response 
ED 8) creates a medium term response 
ED 9) creates a long term response 
10) creates awareness 
11) encourages trial 
ED 12) affects market shares 
ED 13) creates brand loyalty 
r 14) stimulates an immediate purchase response 
15) encourages favourable attitudes towards the 
product or service 
16) creates an environment which encourages a 
purchase to be considered 
17) can bring the date of purchase forward 
ED 18) can create a 'halo effect" between a company 
and its products and vica versa 
Cj_ 19) motivates the sales force 
20). improves distribution 
21) builds goodwill to both the product or service 
and the company 
ED 22) , keeps 'own label * products at bay 
El 23) when used to back other promotional aCtiVi ties 
enhances their effect 
F-1 24) helps form attitudes towards new products 
25) Other, please spicify 
0 
-3- 
particularly expenditure, to the subsequent effect in the market 
place. Many marketing managers however, ultimately appraise the 
success of their advertising by how well the product has done in 
sales terms. We wish to examine the level of change. that occurs 
due to all the market influences and to establish the level of 
change which can reasonably be expected. If the effects of major 
influences like price changes or product changes can be detected 
then the "potential" change due to all the other factors, in- 
cluding advertising, can be estimated. From the point of view 
of measurement methods it is important to have an estimate of 
this expected magnitude. Perhaps we should emphasise that we 
are not intending to produce econometric models of advertising 
effects on sales. 
I hope this synopsis helps put into context our request for in- 
formation. On our next visit to you we would therefore like to: 
a) go through the completed questionnaire to discuss 
any special points that we should note, and 
b) go over survey results and the like that cover 
the measurement of the advertising objectives 
in which we are specifically interested. 
We would be grateful if we could complete this work with you 
during June, or if necessary, early. July. 
Yours sincerely, 
David Corkindale. 
- 
4.14ARKET SHARE 
Please give your market share for 
a) 5 years before the 
. 
campaign ran on an 
ANNUAL basis. 
b) The ANNUAL figure. for the year in which 
the campaign ran. 
C) 3 years after the campaign ran on an 
ANNUAL basis. 
d) 5 years before the campaign ran on a 
PERIOD basis. 
e) The year during wh ich the campaign ran 
ona PERIOD basis. 
f) 3 years after the campaign ran on a 
PERIOD basis. 
5. OWN LABEL ACTIVITY 
If you are in a market where own label products account 
for 10% or more of the total market, *Please give own 
label share 
a) 5 years before the campaign ran on an 
ANNUAL basis. 
b) The ANNUAL figure for the year in which 
the campaign ran. 
C) 3 years after the campaign ran on an 
ANNUAL basis. 
d) 5 years befo re the campaign tan on a 
PERIOD basis. 
e) : The year during which the campaign ran 
on a PERIOD basis. 
f) 3 years after the campaign ra n on a 
PERIOD basis. 
6. PRICE 
Please state the price of the product (its most 
popular size) now. 
Taking the period of 5 years before the campaign, to 
3 years after it has-run. Please list the major price 
changes giving the month ahd year of change. 
continued/.... 
PRODUCT ............................. 
The information we would like to collect 'is as follows: - 
1. SALES FlGURES -(in volume) 
Where possible we would like volume sales figures for :" 
a) 5 years before the campaign ran on an 
ANNUAL basis. 
b) The ANNUAL figure for the year in which 
the campaign ran. 
C) 3 years after the campaign ran on an 
ANNUAL basis. 
d) 5 years before t he campaign ran on a 
PERIOD* basis. 
e) The year during wh ich the campaign ran 
on a PERIOD basis. 
f) 3 years after the campaign ran on a. 
PERIOD basis. 
* PERIOD means on the basis which you use to regularly 
summarise collect data; i. e. monthly, bimonthly or 
quarterly. Please sPecify the basis being used. 
2. TOTAL 14ARKET SALES VOLUME 
Please give the total market sales volume for : - 
a) 5 years before the campaign ran on an 
ANNUAL basis. 
b) The ANNUAL figure for the year in which 
the campaign ran. 
c) 3 years after the campaign ran on an 
ANNUAL basis. 
3. WHAT_CONSTITUTES THE TOTAL MARKET? 
Please list the products included in the total market 
in your calculation of Question 2. 
Where products have not been in the market for 5 
years before or 3 vears after the advertisinq 
campaign, j216ase. give fiqures for-the longest 
period available. 
continued/ ...... 
- 
price reductions on pack . 
multiple, packs at reduced prIce 
on pack oL: fers (e. g. price reductions 
or refund, gifts, self liquidating 
offer) 
trial pac-Ri 
cempetition. -; 
collection schemes - e. g. coin sets, 
glasses oj- other goods collected in 
stages by the t: onsuwter 
promotions to Lhe trade, (, -. g. money, 
gifts, competition 
incentives to the salesforce. 
ii. PRODUCT CHANGES 
Tf there have been any major product changes during the period 
o-P . J- 5 years before the campaign to 3 years after 
Lt has 
run, ple-ase'will'you give them stat- ing what form they 
took, (changes in quality, reformulation, pack) and the 
month and year they occui: ed. 
12. COMPETITIVE PRODUCT CHANGES 
Please will you give the same information requested in 
11, Wr competitive products "ere possible. 
- 
COMPETITIVE PRICE,, 
Please name your major competitors and give the price 
of their products now. (As far as. possible give them 
for the same size product). 
Taking the period of 5 years before the campaign, to 
3 years after it has ran, *Iiw,, %.. - there been any prico. 
changes for your major co4ipetitors products? Please 
3-ist the rdajor changes giving the month and year of 
the changes. 
8. DISTRIBUTION 
Please give the. Sterling distribution for your product 
5 years before the campaign. 
If the level of Sterling distribution hao changed by 
more than 5% since then, please will you give.. the date 
of the change (month and year), and the amount. . 
CHANGE OF PERSONNEL 
Taking the period of 5 years before the-campaign to 
3 year 
's 
after it has run, please will you list any 
changes in personnel who have been connected with the 
product, giving the month and year of the change. 
Personnel who would be included are as follows 
Chief Executive 
Marketing Director 
Marketing Manager responsible for the product 
Brand Manager responsible for the product 
In-company research personnel concerned 
with the product 
Advertising agency 
Advertising agency account director. 
10. OTHER PROI-40TIONAL ACTIVITY 
Taking the period of 5 years before the campaign, to 
3 years after it has run, please Will you listthe major non- 
media promotions which have been run. Please give the 
date they ran (month and year) and state what they were. 
The kind of activities being thought of are :- 
continued/ 
APPENDIX V: The Proposal for a Study of the Relationship 
Between Attitudes and Behaviour-and Adver- 
tising's Influence on This. 
This Proposal was presented to the Committee of Sponsors for dis- 
cussion at a meeting which examined the future programme of collab- 
orative research. 
-2- 
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MCRC Sponsors' Meeting, March 25th, 1975 
Item 3. Objectives for Research into the Relationship between Attitudes 
and Behaviour 
Preamble 
One of the main resolutions to emerge from the committee of Sponsor' meeting 
at Woburn in late 1974, was that the chief topic for future research should 
be that of the relationship between attitudes and behaviour. This interest 
would seem to stem from two motiviations. Firstly, many of the committee are 
responsible for research for marketing policies; consumer behaviour and 
attendant consumer attitudes are of fundamental concern to them. Secondly, 
as the MCRC identified in Report No 10, attitude formation and change is one 
of the most commonly set advertising objectives. 
To pursue this topic will necessitate a swing in emphasis from a study of the 
advertisers' viewpoint and decision making processes to that of the consumer. 
Given that the MCRC is now well conversant with the former it would seem that 
we are well positioned to study the latter but with the intention of aiding 
the advertiser. 
The development of this research programmefrom the MCRC's earlier work. 
During the first phase of the MCRC's study of the Measurement of Advertising 
Effectiveness we looked at the problem from the advertiser's viewpoint: we 
tried to aid the decision maker bearing in mind his situation and sources 
of information. The MCRC took a totally multidisciplinary approach eschewing 
any emphasis on econometric methods or all-embracing behavioural models beloved 
of earlier researchers. The purpose of the initial programme of research has 
been to work alongside practitioners and to present codification and comparison 
in a viable, workable context for marketing management. We believe this should 
continue to be our overall objective. 
However, we are aware that having cleared the decks, so to speak, and having 
clarified what advertisers can do to aid efficient advertising, there remain, 
many fundamental problems. It is all very well to aim to set proper advertising 
objectives as a means of managing advertising efficiently but specifying the 
most appropriate ones can still pose a problem. Where objectives are set to 
influence attitudes, the relationship of desired behaviour to attitudes is all 
important to the selection of ways to influence attitudes. We are aware that 
we may have to extend from our purely analytical basis adopted so far to 
experimentation with (indeed within) sponsor companies, in order to examine 
specific situations. 
We believe it is important to keep the topic that we will be researching in 
context with out overall purpose i. e. aiding the efficiency of advertising. In 
the first. phase of the study we identified that it was essential to set adver- 
tising objectives in orderýto measure advertising ach ievement. We then explored 
this tenet in many product and service situations using as our 'model' for 
information collection the oft cited diagram of the 'Framework for Research'. 
We believe that essentially we shall be continuing to follow this framework for 
our study of the relationship between attitudes and behaviour: rather than 
examininga variety of advertising objectives and the way they are put into 
practice and meadured we shall be concentrating on one type of advertising 
objective - namely those intended to affect attitudes. Hence the framework for 
our future study on attitudes and behaviour will be an adaption of that 
employed in the first phase. -In Diagram 1 (over) we outline the context in whiO 
we shall be studying attitudes and behaviour. We have entitled this 'The Focus 
for Future Research Evolving from the original FrameworM. 
The overall objective of. this study, as highlighted in Diagram 1, is to 
indicate HoW AdVertisin Can Best Influence the Attitude - Behaviour ReZatiOný-' 9 
- 
The nature of the problem area 
The problem qf determining the relationship between attitudes and behaviour 
is very similar to that of determining advertising effects on sales. There 
may well be a consistant, causal relationship but intervening variables 
greatly complicate any unravelling of this relationship. 
To put the problem in context Diagram 2 indicates some of the factors that 
may have a bearing on consumer behaviour. There are very many possible 
influences; only a few are under the direct control of someone wishing to 
influence consumer behaviour and one of these is media advertising. Some of 
the influencing factors act in the long term and some in the short. It can 
be surmised that some factors will be important influences in one set of 
marketing circumstances while another set of factors may be important in 
different circumstances. 
How can we tackle this situation? What information and guidance can we 
realistically seek from our study? 
The objectives for MCRC research in this area 
Through discussions with sponsors both during the Woburn meeting and subsequently 
it has emerged that for operational purposes they do not believe we should 
necessarily seek the precise mechanism by which attitudes and behaviour 
are linked. As a first, and more feasible step, it could seem we need to 
examine such questions as: 
1) In what circumstances does attitude change seem to predict 
behaviour change? What characterises these situations? 
2) How does time seem to affect attitude and behaviour change? What 
characterises situations where it seems to have a great effect? 
3) Some attitudes and some forms of buying behaviour seem to be difficult 
to change: why is this? What characterises these situations? 
In these situations does attitude change appear to precede or follow 
any behaviour change? 
4) Some attitudes and some behaviour appear very volatile, which are these 
and what characterises them? Are volatile attitudes associated with 
volatile behaviour? Can advertising influence these situations more 
than others? 
5) In what circumstances does it seem possible to directly influence 
behaviour? Is it always better to aim to influence information, feelings 
and general pre-dispositions? 
6) How are attitudes measured in practice? What assumptions are being 
made and how might different circumstances require different forms of 
measurement? What can be and needs to be measured? 
7) Strong claims are often made for models of attitudes - behaviour 
relationships (e. g. Fishbein, Sbeth). In what circumstance does any one 
of these have relevance and value? 
In many operational marketing and advertising situations management is looking. 
to make changes at the margin i. e. the determinant attitudes and advertising 
themes aimed at these have been established and the main concern is to improve 
the implementation of these if possible and detect or predict when circumstances 
will cause change. 
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Hence, within the overall objective of examining how advertising can best 
influence the attitude - behaviour relationshiP, we should aim to qiVe 
guidance on certain operational decisions. 
The nature of our research prograrane must therefore take place within the. 
context of well defined marketing situations. This can, perhaps, be 
represented by Diagram 3 'The Precise Focus for Further Research'. We 
are suggesting that we examine specific examples of attempts to influence 
attitudes and behaviour by advertising but with an awareness of all the 
other possible influences as depicted in Diagram 2. We-then need to be 
able to analyse and comment upon how advertising and the other . relevant 
factors appear to influence the attitude - behaviour relationship. 
How might we achieve these objectives? 
The taxonomic approach 
our main objective is toidentify the types of conditions under which 
certain types of attitudes change and the way this change may influence 
or reflect behaviour changes. We shall be looking for evidence of in- 
fluences on attitudes and behaviour and particularly the influence of 
advertising. We shall be endeavouring to isolate different. marketing 
situations and the way attitudes and behaviour appear linked in these 
circumstances. The approach of examining many situationsand then group- 
ing them by common characteristics would appear the most fruitful to achieve 
this purpose: this is the taxonomic process. Broadly speaking, we are 
proposing to use the evidence and results stemming from the many attitude 
and buyer behaviour studies that have been conducted ýy most sponsor companies 
over the past few years. We believe these range over many varied situations 
and afford us a wealth of material. 
In this way we shall be able to isolate many examples of such well defined 
circumstances as: 
the new product 
the impulse purchase product 
the infrequent service choice decision 
to name but a few. We shall then be able to examine how well attitudes 
seem to be able to be influenced in these varying circumstances and whether 
the desired consumer response was achieved and in what sequence it was 
achieved. For each circumstance we shall endeavour to discern what factors 
and form of presentation seemed to lead to more successful attitudes change 
and/or behaviours change. The outcome of this form of analysis might be 
depicted by the outline table in Diagram 4. This suggests the type of 
market situation and the desired c, onsumer responses as being the key aspects 
defining situations sponsors would wish us to explore. The information 
expressed in the table would be the way attitudes appear to be influenced 
in those circumstances and how they relate to behaviour. 
As an example. of the potential form of such an apalysis we. cite one of the 
many typologies derived for the processes by which social behaviour is said 
to be influenced in different circumstances. Kelman (1961) suggested on 
the basis of an analysis of many studies that there are three different pro- 
cesses by which influence can be imposed upon an individual. Each of these 
processes is characterised by a distinct set of antecedent conditions and a 
distinct set of consequent conditions. The three processes are called 
conpZiance_, identification and internalisation. Cawpliance operates when 
the individual accepts influence from a source (be it person or group) 
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because he hopes to achieve a-favourable r eaction from the source. The 
indivudal does not adopt the induced behaviour because lie necessarily 
believes it but because it is instrumental in producing a satisfying 
social effect. Identification operates when the receiver adopts behaviour 
derived from anotherperson or group because this behaviour is assucia. Led 
with a satisfying relationship with the person or group. - It is a way of 
(ýstablishing or maintaining relationships. It is similar to compliance 
in that the influenced individual may not adopt the behaviour because 
he believes it. is intrinsically satisfying, but lie does believe in the 
opinions and actions lie adopts. Finally, internali-,; ation occurs when 
the individual accepts influence because the induced behaviour . agrees with 
his current values anyway. It is the content of the induced behaviour, 
in this situation, that is intrinsically rewarding. 
Compliance is said to be operating when an individual makes a special 
effort to express only 'correct' opinions in order to gain admission to 
a particular social or political group. Identification is-said to be at 
work when someone buys a brand of a product said to be used by a famous 
person whom he admires. Internalisation could be said to be operating 
when someone joins a protest demonstration because they feel it is express- 
ing a worry or belief they II iave. 
Kelman identified three antecedent factos which determine, ho believed, 
the relative probability of occurrence for a particular type of influence 
process. These he termed: i)-the importance of the induction for the 
receiver; ii) the power of the source of influence; and iii) the manner 
in which'the induced'response is conditioned. Hence the compliance process 
may be'at work when (a) a-person is concerned with the social effect of his 
behaviour, (b) the power of the source of potential influence is based on 
its means of control over the receiver; and (c) the receiver's choice of 
behaviour is limited. * Similar s'tatements of individual's situations can 
be made which would lead to the identification process or the internalisa- 
tion process. 
Consequences derived from the three influence proces 
, 
ses in the receiver's 
attitude and/or behaviour differ in. terms of i) the subsequent conditions 
under which the induced reponse wi 11 be expressed or performed; ii) the 
conditions under which they will be abandoned, and iii) the type of be- 
h aviour system in which the induced response is. embedded. 
Hence, when an individual adopts an induced response through co mpliance: 
- he tends to express or perform it only under conditions of surveillance 
by the source of influence 
- he will abandon the response if it is no longer perceived as the best 
path towards the attainment of social rewards 
- the response is only part of'an expression of wants or needs that 
characterise a specific situation. 
Conclusions can be similarly drawn about responses brought about by the 
processes of identification or internalisation. As Kelman pointed out,. 
these three types of process are not mutually exclusive. It is only 
possible to define situations in which one type of influence dominates 
and determines the central features of a particular communication form. 
In fact, there is an underlying relationship among the three types of 
influence. over time, for example, prolonged compliance may lead to' 
identification or identification may lead to internalisation. The con- 
ditions under which these influences evolve from one to another are all 
important. 
- 
The MCRC would wish to try to identify via the taxonomic procedure a 
set of influence processes in the manner described by Kelman, but for 
the commercial environment, so that broad conclusions could be similarly 
drawn. 
Within the broad framework of research an area of specific attention 
will be the Formation of Consumer Attitudes in Services Marketing and 
its Implications for Advertising Policy and Programmes. 
Many companies set an advertising, or promotional, objective of affecting 
an. attitude and almost all undertake some form of attitude research among 
their actual and potential consumers. It would seem that most companies 
make'the assumption that the more favourable the attitude held towards 
the product, service and/or the supplier, the more likely is the consumer. 
to buy. In the marketing of services the attitudes held by customers and 
potential customers is especially important. The purchase decision, or 
process by which a decision is made, may often be more complex than a 
frequently bought, low-cost non-durable item. Some services may only be 
purchased once in a lifetime, while others are bought many times a year 
by certain segments of the population. However,. for services one of 
the main features is the importance of. gaining trial or first purchase 
by-a potential customer when he comes into the market. The opportunity 
for potential customers to form opinions-and attitudes through first hand, 
frequent experience of a service is extremely limited. Hence the greater 
reliance on indirect attitude formation.. 
The MCRC will be examining the formation and maintenance of attitudes. 
towards services and the relationship of this with customer behaviour. 
Factors specially taken into account will include those impinging on buyer 
behaviour in this area, e. g. 
- additional information may be sought 
- advice from colleagues or friends may be taken 
- professional advisors' advice may be observed 
- the decision time may be considerable 
- factors beyond the control of the advertiser may dictate when a 
customer comes into the market for a service 
- infrequent purchase may deny reliance on 'brand loyalty' 
-. opportunity for pre-purchase trial may be unavailableý 
It is assumed that the establishment of an environment of favourable 
attitudes towards a service and/or its supplier can lead-to an increased 
probability of the service being purchased. The MCRC will be examining 
this assumption across a range of situations and services. The establish- 
ment and maintenance of a favourable attitude environment will be examined 
from the point of view of the use of the communications medi I a, particularly 
display advertising. This will form one of the categories of situation 
for the taxonomic presentation of findings on attitudes and behaviour. It 
is suggested that situations'within the experiences of the-Midland Bank, 
British Gas and the National Coal Board are used in this investigation. 
It is not intended'to conduct a specially 'hived-off' study but to make 
sure that service situations are studied in parallel with product salQs 
situations. 
Methodology 
In broad terms the MCRC will endeavour to meet the research objectives 
through two somewhat parallel activities. As in the first phase. of the 
study, these are proposed to be: - 
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an*examination. of the literature and reported studies, and 
empiric work within the sponsor companies. 
From our previous work and further discussion with sponsor companies we 
shall identify certain types of marketing situation for-analysis, e. g. 
new product situations, commodities, established products in declining 
markets, services. We shall then examine the work done by sponsors to 
measure attitudes and behaviour changes in relation to particular media 
advertising activities. We will endeavour to gather groups of examples 
and evidence under each category. Where insufficient examples or inade- 
quate-evidence exists we shall have to exhort-some sponsors to undertake 
the necessary. studies where relevant to their product or service situations 
or, in an, extreme case, conduct experimental work ourselves. 
It would be particularly advantageous if sponsors could inform the MCRC 
of their planned 2rogramme of attitude and behaviour studies over the next 
12 --18 months. With this information we 
, 
could judge where it would be 
particularly desirable for certain situations to be probed via extra 
questions on questionnaires or an extra form of analysis. 
Our initial task would be to undertake a critical examination of the 
published material relating attitudes to purchase behaviour. This would 
answer three questions: 
What evidence 
, 
is there that favourable attitudes lead to a qreater 
probability of purchase behaviour? 
Is the relationship between attitudes and purchase behaviour 
more pronounced in some situations? (E. g. is it more important 
for fast-moving consumer goods which are frequently purchased, 
and of little importance for durable goods or service purchases. ) 
(iii) What approaches to measuring attitudes are most appropriate in 
specific circumstances? (For example, should we measure attitudes 
towards the product itself, or towards the situation in which the 
product is being purchased? ) 
As noted under agenda item 6, a report on this work will be submitted by the 
year's end. 
If we are to be examining. attitude-behaviour links we must examine how each 
is most usefully and operationally defined. rthere is much debate on whether 
one can measure attitudes, as defined by some people. While we may not 
wish to be sidetracked into this debate we must be clear on: 
(a) what 'is operationally being defined as an attitude, and 
(b) how this is most reliably and consistently measurable in various 
circumstances. 
We believe (sic) that the operational definition adopted by. most sponsors 
for an attitude would be: 
'a relatively enduring organisation of beliefs about an object 
or situation predisposing a person to respond in some preferential 
mariner' 
(After Rokeach (1966). ) 
Hence, attitude change would be defined as a change in the organisation 
of beliefs about the object or situation. This change would be demonstrated 
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by the different preferential responses the person may exhibit towards 
the object or situation. This implies that to ascertain the extent of 
attitude change the person's or group's attitude towards an object or 
situation at one point in time and then at a later time. Comparing 
the degree of favourability of these two attitudes over time it is then 
possible to state whether an attitude change has taken place, so it is 
held. However, as wehave noted, the measurement of attitude change 
is complicated by many factors which the MCRC must fully appreciate. and. 
determine how different market circumstances'and/or consumer situations 
will affect this. For example, some people argue that attitudes are 
not directly measurable - verbal testimony or written questionnaire 
responses are subtley different. often attitude measurements on different 
population segments are not gathered over time. Cross sectional analyses 
are conducted on this data and it is well known this can lead to spurious 
ponclusions: the behaviour of different segments is correlated with 
attitude measurements often with. apparent success. However, in this 
situation it is difficult to know whether there is. a-cause and effect 
situation present: maybe both attitudes and behaviour are influenced 
by some third-factor which might not be the advertising or other market- 
ing influence. The most one can say is that attitudes and behaviour 
co-vary with each other and with some other variables.. As mentioned 
before, sfome people argue that any discrepancy observed between attitudes 
and behaviour may be due to intervening variables or inadequate measures 
of the former. 
Many studies have been reported which have explored the problems of 
measurement and of the relationship between attitudes and behaviour. 
For example, it is reported that: 
"The gift scale method has the greatest likelihood of 
yielding satisfactory results for a variety of brands 
and products ...... the self rating method can be still 
applied satisfactorily where the opportunity to use the 
gift choice question is not available. " .: 
"The Thurstone, semantic differential and check-list scale 
to measure attitude shift have been explored. The latter 
two were effective, the former was not. " 
"Many alýernate scales were chosen for comparative study: 
Likert, open choice, limited choice, order of merit, paired 
comparison ..... all methods result in about the sarde order of 
preference. " 
"Where the interest is in prediction of short term trends 
in purchase behaviour, the first brand awareness is the best 
measure to date .... with a brand that has a large share of the. 
market and the problem is one of holding. cust 0, mers rather than 
gaining new ones the constant sum scale would be considered 
best.... it is quite possible to use both. " 
Bitter experience has led us to believe that it is. unlikely that any 
one method is universally suitable for measuring attitudes and behaviour 
relationships.. 
Because of these and the many other related problems of definition and 
procedure'we shall attempt'at the outset to c(larify the different methods 
adopted. We shall be trying particularly to identify definitions and 
methods with their most pertinent market situations. We shall then be 
able to recognise these and, hopefully, utilise this in our fieldwork. 
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Recap 
Our overall objective is to examine how advertising can best influence 
the attitude-behaviour relationship. 
We shall-be attempting t,? give guidance on certain operational decisions. 
We shall attempt to achieve these aims by identifying distinctive 
marketing situations and what characterises the attitude-behaviour 
link which are important influences in those situations. 
The broad methodology will initially involve the examination of previous 
studies to clarify definitions and group situations in terms of what is 
already known. Fieldwork will then be conducted to substantiate the 
amount of evidence for each type of market situation. If and when 
necessary, new data will be gathered via sponsors on-going research 
work or special experiments. 
APPENDIX VI:. The Proposal for an Examination of the Methods 
and Effectiveness of Public Propaganda. 
This draft proposal was prepared. in connection with a submission to 
a research council for funding. 
